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LOB Ts most exciting 


clock news 


(Read it carefully) Up through the 
electrical trade it came. Up from the 
consumer. Through the retailer. Up 
to the jobber. Talk. Demand. Orders. 
They tell the story of 1931’s clock sensa- 
tion. 


In 6 short months an entirely new kind 
of electric clock has climbed to national 
prominence. Perfected, after two years 
of effort, last December. Announced to 
the trade in January. Explained to the 
public in February, through magazines 
and radio advertising. March, April, 
May, June, in spite of ever increased 


production . . . oversold. 


That is the story of the Wonder Clock 
of Sessions. The first and only all-elec 
tric Westminster Chime Clock without 
clutch, retaining spring or troublesome 
electric contacts. 


The clock with the quarter-hour, self 
correcting foolproof chimes with 16 
notes on the hour, 8 on the half-hour, 
and 4 on the quarter-hour. A faithful 
re-creation of the mellow, lingering bell 
tones of famed old Westminster. 


The patented clock with the separate 
chime motor in addition to the oil-sealed 
synchronous time motor. The clock that 
looks and acts like twice its price, and 
practically does away with after-sale 
serving. 


The clock that’s backed by national mag- 
azine and radio advertising. It’s the 
leader of the Sessions line of chime, 
strike and non-striking clocks that fill 
every gap in any dealers stock. Retail, 
$6.25 to $64.50. 


Made and guaranteed by Sessions 
clock craftsmen for more than a century. 
Each a sure seller. There are no “hunch 
numbers” in the Sessions line to clutter 
up a dealer’s stock. 


Sell clocks with the Wonder Clock as 
the leader. Watch your orders grow. 
Full information from the Sessions Clock 
Company of Forestville, Connecticut. 
New York: Woolworth Bldg., Chicago: 
Kesner Bldg., San Francisco: S. J. Ham- 
mond, 150 Post St. 


® No. 27 with MOTORIZED WESTMINSTER 
CHIMES, 2134 inches long. Variety of fine 
cabinet designs. Mahogany and walnut. Retail 
$35. 


Z 


e@ Elmsworth. Magnificent 291/j)-inch banjo with 
burl panels, non-chiming. Retail $20. 


@ El Mode. Desk or table timepiece in genuine wal- 
nut or mahogany with inlay design. Retail $10. 
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CLOCKS 


The products of this company are entered in the prize contest for this month. A $25” 
prize will be awarded the salesman selling the greatest quantity during the month. 
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Volume XII Number 7 
Glenn Sutton Joins Staff 
Diag it July 1, Glenn W. 
Sutton joined the staff of 
THE JoOBBER’S SALESMAN as CONTENTS 
eastern manager. Mr. Sutton 
has been connected with the PAGE 
publishing business since he RE PORE GN IIS on cc see siwenweansetacecven 3 
graduated from Cornell in 
ares ; Convention Hears Utility Views on Merchandising......... 5 
His initial experience was . 
with the Cornell Annual as SRE SURES SATMEMAW GS FORE 6 occ bocce cecsccisaccccess 8 
business manager. In 1922, Ys 
he became president of the Teaching the Dealer to Merchandise—By R. F. Kohn....... 10 
Graffis-Sutton Publishing Co., ; eh . 
Chicago, publisher of Pe- Wholesalers in 14 Key Cities Hear the Plan.............. 12 


troleum Age and American 
Oil Directory. 

In 1926, he sold the com- 
pany and accepted a position 
as New York district sales 
manager of Electrical Record, 
Electrical Manufacturing and 
Electrical Specifications, and 
has been associated with these 
papers until the present time. 

J. L. Davis, formerly east- 
ern manager, has been as- 
signed to special duties on 
both THE Jopper’s SALESMAN 
and ELECTRICAL CONTRACTING. 
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FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


for Summer Sales 
The NEW Benjamin 


66N1..2499 
Unit 
Package 





Reflector, Wall Bracket and Stem, 
Conveniently Packed 


ONE TO A CARTON 
Complete, Ready to be Wired and Installed 








Low Priced 
Fast Selling 


Comprises a Benjamin 
porcelain enameled steel 
Dome or Angle Reflector, 
Basements suitable for 75 or 100-watt 
Areaways lamps, with an easy-to-wire 


f/ BENJAMIN 


for lighting 


























Courtyards 
Alleys 

Garages 
Driveways 

Fire Escapes 
Roadside Stands 
Signs 

Tourist Camps 
Farm Buildings 
Farm Yards 
Stables 

Dairy Rooms 
Milk Houses 
Canning Sheds 
Etc., Ete. 


hood and socket, 17%-inch length of %-inch 
pipe, and wall bracket. This convenient set-up 
eliminates the assembling of parts from many 
sources and does away with cutting, threading 
and bending of pipe. 


{ Big Market { Great 
Sales Opportunity 


Your dealers will welcome this novel and at- 
tractive innovation. It offers them countless 
opportunities for quick sales and immediate 
installations. 


BENJAMIN ELECTRIC MFG. CO., 


General Offices and Factory: 


DES PLAINES (Chicago Suburb) ILLINOIS 


Divisional Offices: 


New York Chieago 
247 W. 17th Street 111i N. Canal Street 


San Franeiseo 
448 Bryant Street 


The products of this company are entered in the prize contest for this month. A $25 * 
prize will be awarded the salesman selling the greatest quantity during the month. 









[f you're a Small 





WHOLESALER 


F you’re a small in- 
if dependent electrical 

wholesaler, doing an 
annual volume of only a 
couple of hundred thou- 
sand dollars, THE Jos- 
BER’S SALESMAN’s Plan 
for Market Determina- 
tion and Development is 
meant for you. Every 
wholesaler, no matter 
how large or how small, 
should at least apply the 


THE JOBBER’S SALESMAN’S PLAN 


THE JOBBER’S SALESMAN’S Plan is a program which 
sets forth the principles of intensive selling, showing 
how simply, yet effectively they can be applied by whole- 
salers and manufacturers working harmoniously toward 
a common objective. 


The first principle of intensive selling is to know your 
market. 


The second is a plan for selling that market. 


The Plan covers the application of those principles in 
each of the four major markets: Resale; Contractor; 


Whereupon we reach 
the point of what you 
are going to do with 
your list of potential 
customers in the resale, 
contractor, industrial or 
commercial market once 
you compile it. That’s 
where your principal 
suppliers come in. They 
know or should know 
how to sell the things 
they make better than 





principles of the “Plan” Industrial; Commercial. 


to his business—even 
though he may not care 
to adopt it in its entirety. 

In the tour of 14 
cities, which Mr. Row- 
land just completed, he was merely trying to put over 
two simple axioms. First, before you can sell a thing 
you have to know where to sell it. Secondly, you should 
have a plan for selling every major line you handle. 
That’s simple enough! 

No statistical department with half a dozen clerks is 
needed. No enumerators or census takers are neces- 
sary. If you are running a one man business there is 
always a way—a simple, inexpensive way—to locate 
and make a list of all the outlets in your territory in 
all or any one of the four markets you wish to serve. 

The amazing fact is that so few wholesalers have 
any kind of prospect list. It would pay any wholesaler 
to “knock off” a day or two now and then to do his 
“building job”, to begin to locate potential customers, 
to ferret out every outlet in his territory for every- 
thing he has to sell. It makes no difference how your 
survey is made. Count the outlets on your fingers, on 
a piece of scratch paper—anything—just so a list of 
the names is compiled. 

The charts suggested by THE JOBBER’s SALESMAN are 
only simple illustrations of how the job may be done. 
[It is not necessary to use charts at all but they are 
businesslike and handy and form a neat record of 
potential sales possibilities compared with what you are 
at present doing. They enable you to “count yourself 
up” again, to determine where you stand, where you 
are headed—if any place. 

In any event no wholesaler is too small and none too 
large to adopt the principles of THE JoBBER’s SALESMAN 
“Plan”. Aimless selling is “out”. An objective with a 
plan for reaching that objective is the watchword of 
1931, 


JULY, 1981 


By following the Plan, the wholesaler will be in a posi- 
tion to approach definite outlets with definite plans for 
selling definite products. own to show you how 


anyone else. It is their 
responsibility, then, in 
your interest and their 


to sell their wares and 
who might be prospects. 

Just the other day a wholesaler commented that he 
had taken on six new lines but not one of these manu- 
facturers offered a suggestion as to how or where their 
products might be sold. Why not, then, inventory the 
lines you carry and push those which combine an ade- 
quate margin of profit with some form of sales assist- 
ance—even the simplest of suggestions—on the part of 
the maker? 

The Electrical Wholesaler—1931 Model—must prac- 
tice selective, intensive and creative selling methods. 
But he does not create commodity selling plans. It is 
the function of the wholesaler executive or sales man- 
ager to coordinate the selling help, information and 
plans, furnished by his manufacturers, and put them 
into active productive use. 

N the five months since THE JOBBER’S SALESMAN 

“Plan” was first announced many wholesalers have 
told us of reorganization of their operations. Not all have 
adopted our “Plan” but every one of them is applying 
the principles for which the “Plan” stands. They are 
going somewhere and probably will do better than they 
ever have before. But whether you are operating a one 
man business or an establishment of 50 to 100 employes 
doing two million a year the “Plan” is meant for both 
and its prin€iples easily adopted by either. 
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Meer Jack Mackey 


Guardian of , . 
Qualityin = 
Anaconda 


ABC 


Anacon pA 


from mine to consumer 
P; a A 





PAT OFF 


Keen-eyed, hard-boiled Jack is all that 
the word “inspector” implies. 

Is the armor too loose or too tight? 
Is the cable too flexible or too stiff? 
Ask Jack! He will tell you it is just 
right. If it were otherwise and he had 
passed it, Jack would be out of a job 
—but he has been on the joba long time. 

Jack is one of many guardians of 
Anaconda quality. Of course it pays 
you for us to employ men like Jack 
Mackey . . . and it pays us too. 


ANACONDA WIRING PRODUCTS 
Rubber Covered Wire Duraduct Loom 
ABC Armored Cable Durax Sheathed Cable 
Flexible Steel Conduit Flexible Cords 


ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 


















Jhe Jobbers Salesman 


The magazine of the wholesale electrical distributor and his salesmen 

















Convention Hears Utility 
Views on 


KRCHANDISING 


N. E. W. A. meeting has unexpectedly large attend- 


ance. Members study opportunities in modern mer- 


chandising practices 


ESPITE the fact that considerable fear was 
1) expressed over the possible attendance at the 

National Electric Wholesalers’ Association Hot 
Springs Convention official figures released by the asso- 
ciation give the percentage of attendance as being only 
five points less than 1930. 

The high-light of the meeting was the address by F. 
J. Owens, president, Oklahoma Gas & Electric Co., and 
president of the N. E. L. A. who said in part: 

“It is essential that we recognize the fact that the 
electrical industry includes the central station, whole- 
saler, contractor and retailer. We must also recognize 
that the policy which is best fcr the industry is the one 
which contributes most to the greater use of electricity 
by the consumer, that the interest of the consumer is 
paramount. 

“It is the obligation of the utility to show the public 
how it can best utilize 
electric service. There- 
fore, the central station 
is interested in the sale 
and service of all appli- 
ances going on its lines 
and should actually sell 
and service an appliance 
until that appliance be- 
comes a staple item for 
the retailer. 


Left to Right: Ben Hall- 

burg; S. S. Gwillim; M. J. 

Kallaher, all of Trumbull; 
Leon Frank, Bulldog 


JULY, 1931 





“The central station should not monopolize the mer- 
chandising field, however, but should recognize that the 
retailer performs an economic function. The offering 
of excessive trade-in allowances, premiums, etc., by the 
utility should not be countenanced. 

“The present consumption of electrical energy in the 
average home is 500 K.W.H. The potential consumption 
is 8,000. To reach this figure would require the sale of 
electrical appliances to the amount of 24 billion dollars. 

“The objective of the industry is the complete utiliza- 
tion of electricity in every home. To attain this objec- 
tive coordination and cooperation must be our watch 
words. We must approach our problems in a spirit of 
fairness.” 

Mr. Owen suggested as the industry’s slogan “Get 
together, pull together for the common good of a great 
industry and a great nation.” 





E. Donald Tolles 
Managing Director, 
N.E.W.A. 


Left to right: Ned Graham, National Electrical 
Supply Co., Washington, D. C.; Riley De Lano, 
Westinghouse, St. Louis; Bill Perry, Perry-Mann 
Electric Co., Columbia, S. C.; Landon Hilliard, 
Westinghouse Electric Supply Co. 


“Complete Home Electrification” was 
the subject covered by J. H. Van Aer- 
nam, manager, New York Power & 
Light Corporation and Chairman, New 
Residence Sales Committee, N. E. L. A. 
In selling electrical wiring and equipment 
in the new residence market, Mr. Van 
Aernam pointed out that “We are in 
competition with all other industries 
whose products go into the construction 
and equipment of the home. There are 
three divisions of this market: First, 
homes built for resale; second, private 
homes ; and third, apartments. The first 
group includes practically all homes un- 
der $15,000 and represents about 65 per 
cent of the total market. It is therefore 
necessary that the industry make a mass 
attack on the speculative builder. Private 
homes, on the other hand, require indi- 
vidual treatment and call for contact with 
architects. 

“The complete electric home should 
have adequate wiring, including a heavy 
duty service, scientifically designed light- 
ing fixtures and should be completely 
equipped with appliances. 

“The industry needs a definite sales 
plan if it is to successfully develop this 
market. Heretofore, the electrical con- 
tractor has functioned as the industry’s 
salesman in the home. With all due re- 
spect to him, he cannot hope to measure 
up to the job single handed, to compete 
with the highly developed sales efforts of 
other industries and to match wits with the speculative 
builder. - Furthermore, we cannot make progress if we 
allow the speculative builder to be the purchaser of elec- 
trical wiring and fixtures. He is keen to offer what the 
housewife desires in her home. So the problem must 
be approached through the housewife. 


“It must also be approached through the banker who 
holds the mortgage of the speculative builder. We 
must educate the banker on the value of fixtures, appli- 
ances and adequate wiring. Permanently installed fix- 
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H. C. Callahan, G. E. Supply, 

New York; C. J. Litscher, Lit- 

scher Electric, Grand Rapids, 
Mich. 


The Coghlins (Father and Son), 
Coghlin Electric Co., Worces- 
ter, Mass. 


tures and appliances should be considered as an inte- 
gral part of the home and their cost included in the 
mortgage.” 

“Participation of the Electrical Wholesalers in the 
Residential Lighting Fixture Market” was an illuminat- 
ing paper given by M. J. Wolf, marketing manager, 
Beardslee Chandelier Mfg. Co., Chicago. Mr. Wolf 
pointed out that there are three principal channels of 
distribution for residential lighting fixtures, the fixture 
dealer, the speculative builder and isolated buildings 
including re-fixturing. The first two generally purchase 
direct from the fixture manufacturer while the last 
group is usually served by the wholesaler. 

Sales of residential lighting fixtures at retail represent 
from %4 to % of 1 per cent of the total cost of residen- 

tial construction. Re-fixturing sales 
increase this amount to about 1 per 
cent. On this basis and using F. W. 
Dodge reports for residential con- 
struction, including apartments and 
apartment hotels, sales of residential 
fixtures have shown a tremendous de- 
cline in the last few years: 

Million 
1920-29 (10 year average).... 22.22 
1925-28 (three year average)... 29.95 


1931 (estimated from first 
quarter ) 


These figures check very closely 
with actual sales of fixture manu 
facturers. 

Present sales are pitiably small and 
are responsible for three very definite 
trends in the residential fixture busi- 
ness today: First, manufacturers are 
now operating on a job-shop basis due 
to the small volume, second, obsoles- 
cence has become a real factor and 
third, there is a very definite trend to 
low-priced fixtures. 

Looking ahead to the future devel- 
opment of the residential fixture mar- 
ket, Mr. Wolf put forth some 
thoughts which merit the careful study 
of all wholesalers. 

The central stations have deter- 
mined that, in spite of the rapid 
growth in the use of appliances, light- 
ing still accounts for 65 per cent of 
their residential load. They realize 
that their greatest opportunity for in- 


Left to Right: Hoyt Smith; L. E. Latham; Frank Elliott; 
H. C. Callahan 


THE JOBBER’S SALESMAN 











creasing residential rev- 
enue lies in the develop- 
ment of lighting load. 
For this reason the Do- 
mestic Lighting Com- 
mittee of the N. E. L. A. 
is planning a five-year 
program with a 10 mil- 
lion dollar publicity fund 
to stimulate residential 


lighting. 
Group selling is an- 
other recent develop- 


ment. To bring the unit 
of sale up to an amount 
which will enable time- 
payment accounts to be 
profitably handled com- 
binations of electrical home equipment will be sold as a 
unit. To meet this trend the electrical wholesaler who 
wishes to remain active in this market will need to de- 
velop a home service sales department. 

In Mr. Wolf’s opinion, the central station will al- 
ways take an active part in the development of the 
residential market, even in those states where it has 
been legislated out of actual mer- 
chandising. In many cases this devel- 
opment will be accomplished through 
the local electrical league. It is very 
probable that the central station will 
put trained representatives in the field 
and pay them a modest basic salary. 
These men will work through local 
dealers on a commission basis and 
these dealers will look to the whole- 
salers for their merchandise. 

Electrical wholesalers who handled 
lighting fixtures, as a group, showed 
better operating statements for 1930 
than those who did not handle fix- 
tures. Wholesalers are either supply- 
minded, merchandise-minded or fix- 
ture-minded. A supply-minded whole- 
saler cannot successfully handle 
lighting fixtures unless he takes into 
his organization a man who is fixture- 





M. W. Nichols, Dayton, and 
Harold Moock, Canton, O. 





F, K. Gorke, Syracuuse; Wm. Hawks, Kingston, N. Y.; 
“Bert” Green, Rochester 
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“Bill” Stacey, Chicago, and 
Frank Bernardin, 
City, Cheer the Golfers 





A Pittsburgh threesome: G. W. Provost; H. H. Tully, 
and C. Hax McCullough 


minded to develop this business for him. 

To be successful in any line the wholesaler must have 
first, sympathy for the line and second, a trained 
personnel. 

“Floodlighting Equipment — an Opportunity for 
Wholesalers,” by K. W. Mackall, illuminating engineer, 
Crouse-Hinds Co., proved to be a most interesting talk. 
In it he pointed out that floodlighting has enjoyed a 
constant growth since its inception in 1913. Sales in- 
creased in 1930 over 1929 and from present indications 
1931 will surpass 1930. This increase in sales in spite 
of general business conditions is due to 
the widening field of applications. 

Charts were shown giving a break- 
down of each of the following five fields 
of application for floodlighting: utili- 
tarian (industrial) ; advertising; sports 
and recreation ; protection ; spectacular. 

Typical installations in each field and 
various types of equipment were illus- 
trated by slides. 

Mr. Mackall stated that every whole- 
saler’s salesman should ground himself 
on the fundamentals of illuminating en- 
gineering so that he can lay out simple 
installations himself. Practically the en- 
tire sports field is now covered by 
standard layouts. For the more compli- 
cated installations in every field the 
manufacturers’ specialists are always 


Then available. 


It was also pointed out that every flood- 
lighting installation requires wiring 
materials which the salesman of the wholesaler should 
not overlook. 


On the subject of “Importance of Proper Lamp Volt- 
age,’ N. H. Boynton, general sales manager, National 
Lamp Works, said in part: “Because wholesalers and 
dealers often sell lamps of a higher rating than the 
actual voltage at which they are burned, the industry 
is losing possible lamp renewal business to the extent of 
$32,000 a day or over 10 million a year. At the same 
time the public is paying for 52 million dollars worth of 
light which they fail to receive because they are burning 
lamps below their rated voltage. 

“Over-voltage shipments of one wholesaler showed 
lost renewal business of $3,800 on lamp shipments of 
$18,000. On Staten Island all over-voltage lamps were 
withdrawn from distributor’s and dealer’s stocks. As 
a result lamp sales increased 15 per cent in a year when 
national sales showed no increase.” (Turn to Page 46) 
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and Market 


Development 











UST what is the JopBBeEr’s 
SALESMAN’S Plan? It is a 


Plan for Market Determi- 
nation and Development which 
we believe offers the electrical 
wholesaler a practical method for 
making more money. 

On our charts we hope to 
show you how each wholesaler 
can successfully meet his com- 
petition. We will also try to 
show you how, working in closer 
cooperation with your supplying 
manufacturers, you can secure 
more business from your exist- 


N response to a flood of requests 
from all parts of the country for 
the complete text of the chart-talk 
delivered by E. T. Rowland, our 
Marketing Counselor, on his recent 
tour, we are starting in this issue a 
series of articles which will run for 
the balance of this year, giving the 
full text of this talk and reproducing 
all charts used by Mr. Rowland. 


per cent. If this tremendous 
drop in earnings continues 
through 1931 the result will be 
disastrous. Many wholesalers 
will be forced out of the picture. 
Their manufacturers, unable to 
secure wholesaler outlets, will be 
compelled to sell direct. These 
‘are facts which we cannot 
ignore. What are we going to do 
about them? 

The automobile industry stood 
just above ours on The Business 
Week’s list. Their earnings 
dropped off 60 per cent. They 








ing accounts and how you can 


have long since taken definite 





develop profitable new accounts 

by applying certain fundamental 

principles of intensive selling which have been already 
tried out and proven in other industries. 

Why is it that we have come forward with this plan 
at this time? Because, and I say this in all serious- 
ness, we are convinced that the electrical wholesaler is 
today facing the greatest crisis in his history. 

Any industry, if it would prosper, must earn an ade- 
quate return on its invested capital. This our industry 
is not doing today. How many of you wholesalers pres- 
ent would be making more money if your capital was 
invested in sound securities which can be bought at 
today’s market to yield from 5 to 7 per cent? 

“The Business Week” recently published some figures 
showing how the 1930 earnings of 23 industries com- 
pared with their 1929 earnings. The Electrical Supply 
Industry was next to the bottom. Its net earnings fell 
off 62 per cent, almost twice the average decline of 32 
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steps to meet their situation. Be- 

cause they have taken construc- 
tive action no one doubts their ability to get back to a 
profitable basis. 

What have we, as an industry, done to meet the crisis 
which faces us? Except in a few isolated cases we have 
done nothing. The situation is far from hopeless, how- 
ever. What other industries have done ours can do. 

THE JOBBER’s SALESMAN is the magazine of Electrical 
Wholesaling. Your problems are our problems. We 
have not come here to attempt to tell you how to run 
your business, because we are publishers, and not whole- 
salers. We have come here, however, to discuss with 
you how the industry can take immediate and construc- 
tive action to solve this serious problem which con- 
fronts it. 

We have given this situation careful study for many 
months. We have interviewed scores of wholesalers and 
manufacturers throughout the country, we have dis- 


THE JOBBER’S SALESMAN 














cussed the problem with specialists in distri- 
bution and marketing, with college professors 
and advertising experts. We have studied 
methods used by other industries. 

But we have not stopped here—we have 
thoroughly studied and analyzed this mass 
of information—we have held many con- 
ferences, and from all this we have devel- 
oped our “Plan for Market Determination 
and Development.” This plan has been pre- 
sented to representative manufacturers and 
wholesalers and has received their enthusi- 
astic endorsement. 

But we ourselves do not operate jobbing 
houses. All we can do is to present our find- 
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THERE ARE 


PERCENTAGE OF TOTAL 
984 VOLUME OF BUSINESS 


DONE BY INDEPENDENTS 






304 
HOUSES 
CHAIN OWNED 
AND AFFILIATED 


680 : NORDENDENTS 
INDEPENDENT ‘ 
HOUSES Ore 





Chart No. 1. Chart No. 1A. 








ings to the industry. As we see our function 
in this present crisis, it is to present to you 
a definite plan which, we believe, will enable you to 
again earn a decent profit. It then becomes the joint 
responsibility of yourselves and of your manufacturers, 
by your own efforts, to put either our plan or a similar 
plan into action, and then to follow it through to a 
finish so that the industry can get back to a profitable 
operating basis. 


1—THrE CHARACTER OF THE INDUSTRY 

Before we can intelligently discuss any definite plan 
of action we must first have a clear picture of the char- 
acter of the Electrical Wholesaling Industry. 

According to our 1931 Verified List of Wholesalers 
(Chart 1), the industry consists of 984 houses, includ- 
ing branches. Three hundred and four of these, are 
either owned by or affiliated with one of the three na- 
tional groups. Six hundred and eighty are independent. 

Contrary to the common impression, the national 
groups account for only 36 per cent of the industry’s 
total sales. The independent wholesalers do 64 per cent. 
(Chart 1A.) 

Perhaps there are some wholesalers present who be- 
lieve that our story is for the big fellow and that the 
small jobber can have no influence in the industry. If 
there are any such present, Chart 2 will convince them 
otherwise. Here is a breakdown of these 680 independent 
houses. Forty-three per cent of 


bring you today vitally concerns every wholesaler pres- 
ent because it is to the small wholesaler as well as to 
the large one that we must look for action in this crisis. 

On the previous chart we divided the industry into 
national and independent groups. We sincerely believe 
that there is a very definite place in the picture for both 
the national and the independent wholesaler. Both are 
necessary for a stabilized industry. The national groups 
themselves are vitally interested in the survival of the 
independent. They realize that it would be very unde- 
sirable both from a political and a public opinion stand- 
point, if they were to have between them a monopoly on 
the country’s electrical supply business. And they re- 
alize something else which may not have occurred to 
many of you but which is most important. 

There are, throughout the country, scores of inde- 
pendent electrical manufacturers. These manufacturers 
must have an outlet for their products. Most of them 
prefer distribution through wholesalers. If the inde- 
pendent wholesaler fails to survive will these independ- 
ent manufacturers shut up shop? Of course not. They 
will turn to their only alternative—direct selling. It is 
quite obvious that the national wholesalers, with their 
tremendous capital investment in chains of supply 
houses, very much prefer the constructive competition 
of the independent wholesalers to the destructive com- 

petition of the Direct Selling Manufac- 





them, nearly half, carry stocks of 
less than $50,000, 32.4 per cent 
stocks of $50,000 to $100,000 and 
19.7 per cent stocks of $100,000 
to $250,000. Only 3.7 per cent 
have inventories of from $250,- 
000 to $500,000 and only 1.2 per 
cent carry stocks in excess of 
$500,000. 

So you see that 75 per cent of 
all houses carry less than $100,- 
000 of merchandise and 95 per 
cent carry stocks of less than 
$250,000. Our industry has be- 
come one of a large number of 


VALUE OF STOCK 
REGULARLY CARRIED 


turer. 

Frankly, our plan is directed princi- 
pally to the independent wholesaler. 
Why? Because the national groups are 
each directed by a highly organized 
parent or headquarter staff which can 
devise ways to earn a_ satisfactory 
profit. 

The independent, however, has no 
such big brother behind him. He is 
playing a lone hand. He is the man 
that needs help if the industry as a 
whole is to come through. 

Because of our close contact with 
the industry for the past eleven years 
and because of the confidence which we 





small houses, each operating in a 
restricted territory. Many of 
these small houses are earning 
a higher rate of return and are 
in stronger financial condition 
than some of the big houses. 
Hence the message which we 
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Chart No. 2. 


(1) Over $500,000 
(2) $250,000 to $500,000 
(3) $100,000 to $250,000 
(4) $ 55,000 to $100,000 
(5) Under $50,000 








enjoy on the part of both wholesalers 
and manufacturers, the staff of THE 
JopBer’s SALESMAN believes it is both 
qualified and justified in assuming this 
role of Big Brother to the independent 
wholesaler. 


By R. F. KOHR 


Merchandising S pecialist 


E. B. Latham & Co., New York City 


Y work with 
the E. B. 
Lat h atm 


Co. is that of 
chandising’ specialist, 
activi- 


6 wh 


concentrating 
ties on lamps. As 
all lamps 
on consignment there 
is nothing to be gained 
by loading the dealer 
with a large stock. 
Our problem is rather 
to find ways of help- 
ing him sell lamps to 
the public. 

This is done in four ways: 1. Showing the dealer 
how to make better interior displays of his stock. 2. 
Setter window displays. 3. Persuading the dealer to 
circularize his accounts with appropriate advertising. 
4. Making the dealer “lamp conscious” to the extent 
that he will talk lamps to all his customers and go out 
after consumer contracts. 

Price tags conspicuously displayed are important in 
influencing sales for the reason that the customer likes 
to know what a thing is going to cost before he buys 
it. Goods plainly priced also carry the suggestion that 
the dealer is offering a value that will compare favor- 
ably with that of competitors. Chain stores have fol- 
lowed this merchandising method very successfully. 

Experience has shown us that lamps to a greater 
extent than other lines of merchandise are sold on dis- 
play. The customer comes in to buy certain needed 
articles and while there he notices a neat display of 
lamps. The thought occurs that it would be nice to 
have a few extra lamps in the house as one never can 
tell when those in use will go dead. With a suggestion 
from the clerk the sale is usually made. And this is an 
extra sale for the dealer that would not have been made 
but for the display and the asking. Another reason 
why lamp displays are quick to bring sales is that a 
higher percentage of people who see the display are 
users than of any other product. 

The wide awake clerk who suggests colored lamps for 
decorative purposes will find his lamp sales climbing up, 
as women are continually looking for something that 


are sold 


OLD STORE FRONT 
This dealer remodeled his store 
on the advice of the wholesaler’s 

merchandising specialist 
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Applying sound merchandising principles to 
the retailing of incandescent lamps is 
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will brighten the home and 
change its appearance. This 
evidenced by their well 
known desire to change the 
furniture from one part of 
the house to another. Any hus- 
band can substantiate the truth 

of this strange phenomenon. 
That it pays to encourage 
the dealer in pushing lamps is 
indicated by our records from 
which we took fourteen of the many dealers, 
located in the metropolitan districts of New 
York and Brooklyn, who followed our sug- 
gestions on displays and sending out circu- 
lars. Within thirty days after the change of 
methods thirteen out of the fourteen showed 

substantial increases in sales. 

We also have records as to the direct sales 
obtained from recommended window displays. 
One hardware dealer was getting quite dis- 
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NEW STORE FRONT 
Modernization of show windows increased sales for 


H. Herberg & Son 


couraged with his lamp business. He ran a clean, neat 
store in a good neighborhood and served his customers 
well, yet he was unable to work up a volume of sales 
comparable with the rest of his business. 

“Why,” we wanted to know, “don’t you make an at- 
tractive lamp display in your window?” While this 
dealer had large windows there was no deck behind 
them on which to display goods and he claimed that to 
make a regular display space would be too expensive. 

After going into the matter thoroughly with us he 
was persuaded to make the small investment necessary. 
To show our sincerity in his interests we spent most of 
one day in helping him decorate his window. From 
that time on the sales of this dealer picked up until he 
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was getting his proportionate share 
of the lamp business. Incidentally 
we have established the good will 
and confidence of this dealer, as is 
the case with other dealers whom 
we have helped to better sales. 

There was another case of a 
dealer whom we aided in increasing 
sales from $50 to $200 per month. 
This was done by having his clerks 
enclose lamp circulars in the pack- 
age with each purchase and sending 
additional reminders in the mail 
with each monthly statement. 

Our system of keeping records of 
periodic calls on retailers is both 
practical and detailed. Information 
is kept on each of our dealers in 
Manhattan, Bronx, Brooklyn, Long 
Island, Staten Island, Westchester 
County, New Jersey and immediate 
vicinities. It includes the dealer’s 
basis, compensation, expiration 
date of contract, whether he sub- 
scribes to our display service and 
has a merchandiser, the number of 
store windows, their size, existing 
conditions at the time of the last 
call, whether he follows consumer 
business, when his windows were 
dressed, general remarks and data, 
when called on, and so forth. 

A quarterly analysis of merchan- 
dising activities is made by com- 
bining this information with our 
monthly sales records of each 
dealer, to picture results of our 
efforts over the period. This analy- 
sis not only represents increased 
sales where our efforts have been 
concentrated but also pictures con- 
ditions of the sacrifice of ovhers 
who have already shown substantial 
increases. Very often we are able 
to avert a dealer losing his present 
basis of compensation by exerting 
special merchandising effort at the 
right time. 

Merchandising work, in the 
strictest sense of the word, implies 
advertising and sales promotion. In 
our case if the dealer requires some 


special advertising appropriate to the needs of his loca- 
‘ion the merchandise man draws up copy, letters and 
plans for the dealer to carry out in connection with the 


‘ther services already mentioned. 


§ Probationary 
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Merchandiser } Lorge 
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Record form for following up 
lamp agents 


COME OUT OF 
THE DARK 


¢ 





Lamp Window of The H. Brown Elec- 
tric Co. supervised by the wholesaler’s 
merchandising specialist 


monthly quotas were established for 
each dealer. These were computed by 
taking last year’s sales and adding the 
approximate per cent which we be- 
lieve the dealer can realize over the 
period. Prizes are awarded to deal- 
ers who realize their quotas. 

Many little things are done to help 
the dealer that in themselves seem 
trivial, and yet as a whole are import- 
ant. In the case of a dealer-contrac- 
tor we may be able to tell him how 
many outlets are needed in a certain 
type of lighting job, and the wattage 
required. Again we may help him in 
closing contract prospects. 

One important point is to always 
keep on the alert for good merchandis- 
ing methods of dealers. When we find 
helpful sales ideas we can usually 
pass them on to some other dealer in 
a different section and so act as a 


sort of clearing house for better business methods. 
As a rule we spend more time giving sales helps to 
the new or unsuccessful dealer than we do to the others. 


In that way we not only build him up but our business 


During our present June to November lamp activity, as well. 
JULY, 19381 
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in 14 key Cities Hear the 


HE initial tour of E. T. Rowland, our Marketing 

Counselor, was concluded at the N. E. W. A. Con- 

vention at Hot Springs, Va. Over 1,000 electrical 
wholesalers and manufacturers throughout the east and 
middle west have now heard the chart-talk describing 
Tue JOBBER’s SALESMAN’s Plan for Market Determina- 
tion and Development. 

Although requests for the talk have also been received 
from Akron, Cincinnati, Buffalo, Rochester, Trenton, 
Richmond, Norfolk, Miami, New Orleans, Houston, 
Tulsa, Rock Island, Sioux City, Denver and Salt Lake, 
it has been deemed advisable to defer plans for a contin- 
uation of Mr. Rowland’s tour until after the summer 
months, 

Every man who is closely tied down by the details of 
his own business over a period of years finds it difficult 
to maintain a proper perspective. He occasionally 
needs the counsel of an outsider, one who is familiar 
with the fundamentals of his business, who has the 
experience of contacts with other similar houses and yet 
is unhampered by the thousand and one details which 
he, himself, cannot escape. 

This is exactly what Mr. Rowland’s talk has accom- 
plished. It has given the individual wholesaler an out- 
side viewpoint, has enabled him to look upon his prob- 
lems from a fresh angle. As a result hundreds of elec- 
trical wholesalers from the Missouri to the Atlantic and 
from Chesapeake Bay to the Canadian line are now 
seriously studying their territories, their customers, 
their commodity lines and their operating methods, all 
with a view to securing greater profit from the opera- 
tion of their business. 

Likewise hundreds of salesmen and sales executives 
of manufacturers have a clearer picture than ever be- 
fore of the possibilities of distribution through elec- 
trical wholesalers. They appreciate the partnership- 
relationship existing between wholesalers and manufac- 
turers. They realize that while it is the wholesaler’s 
duty to locate customers it is the responsibility of each 
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PLAN 


Attendance exceeds all previous 
records in the industry. Results of 
E. T. Rowland’s chart-talk are 
clearly evident. Many wholesalers 
and manufacturers have already 
taken steps to adopt the principles 

of the Plan 


manufacturer to develop constructive sales plans by 
which his wholesalers can sell his products to these 
customers. 

Another subject stressed by Mr. Rowland was the 
need of strong local wholesaler associations to police 
local situations and to deal collectively with central sta- 
tions, contractors and dealers as well as with manu- 
facturers on important questions of policy. As a direct 
result of Mr. Rowland’s appeal electrical wholesalers in 
several cities have already held several meetings pre- 
liminary to the organization of local groups along the 
lines suggested by him. 

Never in the eleven years of its history has THE 
Jopper’s SALESMAN seen the industry turn out as it 
did to hear Mr. Rowland, never have we seen such an 
enthusiastic response. From the hundreds of testi- 
monials received from those who heard the talk it is 
quite evident that both wholesalers and manufacturers 
intend to lose no time in seriously applying the fun- 
damental principles set forth in THE JoBBER’s SALEs- 
MAN’s Plan to their own business. 
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0@ A hirm 
REDUCED 
OUR LOSSES 


By R. A. PECK 


Vice-President 


American Electric Co., St. Joseph, Mo. 


This is the second of a series of two articles. In the 
June issue Mr. Peck discussed the returned goods 
problem. This month he takes up the handling of 
complaints and reversed charges on non-profitable 


telephone calls 


greatly abused is that of complaints. It seems 

that one of the primary rules of the jobbing 
business at the present time is to accept the fact that it 
is absolutely necessary to please the customer in order 
to hold his business. But it does not necessarily follow 
the customer is always right. This sentiment was orig- 
inally attributed several years ago to Marshall Field, but 
in those days a large percentage of the merchandise was 
sold at retail at profits ranging from 50 to 75 per cent 
and clerk hire and overhead were low. It should be re- 
membered that no customer is doing business with a 
house for charitable reasons. Definite self interests un- 
derlie every purchase made by every customer and, since 
self-preservation is the first law of nature, any buyer is 
liable to take a one-sided view at times and overlook 
completely the rights and interests of others. While it 
is best to consider the customer’s viewpoint in all cases, 
there are entirely too many occasions where, although 
the complaint is so plainly unwarranted that compliance 
should be refused, it is nevertheless allowed because you 
are afraid of losing the customer’s business. 

When I was placed in charge of our own service 
department I felt that it was necessary to jump through 
the loop about every time a customer complained, but I 
soon learned that they are human beings too and that, 
if we season our work with diplomacy and tact, show 
that we want to do whatever is right and ask for the 
same consideration in return, and if we are firm and 
fair, we will find most customers to be reasonable, hon- 
est and willing to cooperate. 

We find some customers who make so many claims 
that it is necessary to place their accounts on a C. O. D. 
basis. One such customer, who had given us consid- 


. YOTHER uneconomical problem which is being 
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R. A. Peck 


erable trouble in this respect, was written a few weeks 
ago that his account could not be handled at a profit 
with so many unjust complaints, and that we found it 
necessary to ask for cash in advance or authority to ship 
future orders C. O. D. This action was taken in spite 
of the fact that his business is rated by commercial 
agencies as being worth several thousand dollars. We 
have received several orders from him since then, all 
have been sent C. O. D., and we haven’t had another 
complaint. 

This problem of handling complaints can be corrected 
to a very great extent if we will: 

1. Not accept the theory that the customer is always 
right. 

2. Reason with the customer, show that we are will- 
ing to do whatever is right, and ask for the same con- 
sideration in return. 

3. Ask for cash in advance, or for authority to ship 
C. O. D. to customers who make a practice of complain- 
ing unjustly. 


HE third problem which I would bring to your at- 

tention is that of reverse charges on non-profitable 
telephone calls. In some cases, it is a request for in- 
formation of some kind, but more often the call is from 
a customer who wishes to place a small order for which 
he is in a very big hurry and on which the profit usually 
barely pays the cost of the call. We have one customer 
who has been making a practice of doing this for several 
years. He is considered as one of the most difficult in 
this part of the country to handle. We stood for his col- 
lect calls for a long while but, when his orders started 
getting smaller and the profit less, we started charging 
back the cost of the call, thinking surely (Turn to page 58) 
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Budgetary Control 
REDUCES 
Operating Costs 








Case Study No. 7 








LTHOUGH tthe national 
groups of wholesalers em- 
ploy budgetary control, very 


few independent houses have 
adopted this method of operation. 


By E. IT. ROWLAND 
Marketing Counselor, 
THE JOBBER’S SALESMAN 


from month to month. The esti- 
mated monthly gross profit is used 
as the basis for the budget. A 
definite portion is set aside for each 
item of expense and entered on the 








To encourage the more general 
adoption of the budget method by 
independent wholesalers, we have 
selected for this month’s case study 
a wholesaler who is successfully 
operating on this basis. 

From the financial and operating 
statements on the opposite page, it 
will be seen that operating expenses 


Volume of Sales 
Size of Territory 


Contractor 








Population of Territory 


Character of Business 
..75% Industrial ...12% 
Retail Dealers. 3% Central Stations 


budget sheet in red. Each month 
during the year actual gross profit 
and operating expenses are deter- 
mined and entered in black just 
above the budgeted estimate. It is, 
of course, necessary to cost each 
sales ticket in order to determine 
gross profit. 

In this way a very close watch is 
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were kept well in hand, although 
there was no reduction in salaries, 
and that net operating loss was only 
1.6 per cent. Interest on invested capital is very prop- 
erly included as an item of operating expense. This 
item amounted to $7,361 and accounted for all but $340 
of the operating loss. Other income from interest paid 
by customers and from cash discounts totaled $1,996. 
Taking into consideration this other income, $1,656 or 
1.5 per cent was earned on capital investment over and 
above all other operating expenses. This is certainly 
a creditable showing taking into consideration the gen- 
eral condition of business last year, a showing for which 
the management gives full credit to budgetary control. 
How is this budgetary control operated? A large 
sheet of column paper is used for the budget. At the 
left are listed all the usual items of operating expense. 
Separate columns are used for each month. After com- 
parison with records of previous years and after a 
study of sales possibilities for the current year, the sales 
volume for each month of the year is estimated on a 
conservative basis. Next the gross profit is estimated 
for each month, also on a conservative basis. Experi- 
ence has shown a fluctuation in the gross profit rate 
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Type of Wholesaler Covered by Study 


maintained both on gross profit and 
on each item of operating expense. 
Some items such as stationery may 
vary widely between individual months but what is 
paid out in excess of the budget in a month of heavy 
expense will be picked up in the following months. The 
actual operation of this method has shown that the 
variations between estimated and actual income and ex- 
pense are surprisingly small. 

Administrative expenses represent over half the to- 
tal operating expenses. This is because one of the 
officers not only functions as sales manager, but is 
actually the star salesman of the house. Practically 
all his time is spent in the field. If his salary and ex- 
penses were charged to sales instead of administration 
the accompanying chart on division of operating ex- 
penses would show administrative expense of 42.5 per 
cent and sales expense of 31.6 per cent. 

There is another way in which wholesalers can prof- 
itably follow the example of this house. That is by 
handling a complete line of electrical, contractors and 
wireman’s tools. A few years ago a man with years of 
experience in the mill supply field joined the organiza- 
tion. He immediately saw the possibilities of increased 
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sales to existing accounts, both contractor and indus- 
trial, by putting in a complete line of tools. This move 
has proved highly profitable as well as strategic. It 
has become unnecessary for their contractor customers 
to go to hardware and mill supply houses, some of which 
have electrical departments, to secure their tools. Nat- 
urally, the fewer contacts these customers make with 
competitive houses the greater their purchases from this 
house. . 

The management is constantly on the alert for new 
tool items which can be profitably handled. Key-hole 
saws were recently added when a demand for them was 
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How operating expenses are divided 














FINANCIAL STATEMENT 
For Calendar Year Ending December 31, 1930 

1. Net Sales, after deducting returns and al- 
ee ei ees ea C5 as 919 os os $365,294 
| 2 Caet ot Merchandise. <3 oo vice ee cack hae $291,066 
| 3. (a) Gross Profit (Item 1—Item 2)........ $74,228 

(>) Gross Profit Rate [Item 3 (a) + Item 
Se OE Cie cana Be oy be kobe ss rok useiees 20.4% 

4. fe Total Cost of doing Business (Over- 
I re oa ee EEN bc hve ck $81,929 
| (b) Overhead in Percent of Net Sales..... 22.4% 

| (c) Operating Ratio [Item 4 (a) + Item 3 
| OE ice a hee vk a ae vo oe a kw os 111% 

| 5. fe neo erating Loss [Item 3 (a) — Item 
y ¥ ied pee ee ' : ? aa aii $7,701 

() Net Operating Loss Rate [Item 5 (a) 
OEUPRORES Ties iio os CNS Sake vee eB eS ea eee 2.1% 

6. Other Income— 

Ca) Interest received: oi. i oc ceeks cisccedess $872 

(b) Cash Discounts Taken........., $6,491 

(c) Cash Discounts Given........... $5,267 
$1,124 
| CO TE 2 aria cova eames onc ne ee kk $1,996 
| 7. Net Loss [Item 5 (a) —Item 6 (d)]...... $5,705 
8. Net Loss Rate [Item 7 + Item 1].......... 1.6% 
9. Merchandise Inventory. 30.6 fc oe ia eee $40,000 
10. Inventory Turnover, Times per Year...... 7 
| 11. Investment or Working Capital........... $112,700 
12. Capital Turnover, Times per Year........ a 3 

















Financial statement shows 2.1% operating loss 
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= 
STATEMENT OF OPERATING EXPENSES 
ADMINISTRATIVE 

1. Executive Salaries and Expenses..... 6.8% 

VERS OS Oe ee ee 3.6 

3. General Office Expense 
SB Se rere Peo eee 0.2 % 
(b) Stationery and Supplies......... 0.1 11.8 ” 
(c) Telephone and Telegraph........ 0.3 
(d) Maint., Repairs and Depreciation. 0.1 
(e) Miscellaneous Office Expense.... 0.1 

4. Legal and Collection Expense....... 0.6 

WAREHOUSE 

5. Heat, Light, Water & Power........ 0.1% 

6. Repairs and Depreciation............ 0.8 2 2% 

7. {a} Boxing and Packing............ 0.1 ° 
(b) Delivery Expense............... 0.5 

8. Store and Warehouse Salaries........ 0.7 

SALES 

9. Advertising, Donations, etc.......... 0.1% 

10. Salesmen’s 4 % 
(a) Salaries and Commissions........ 2.7 8 
(b) Traveling Expenses............. 1.3 
(c) Auto Expenses & Depreciation.. 0.7 

FIXED CHARGES 

11. Rent and Other Real Estate Charges.. 1.0% l 5% 

be Tuenrager, Tees: 6... 6 <sccie cides css 0.5 ie 

We, Weesceanedis Sooo i cc coe ws 0.0 

OTHER EXPENSES 
14. Interest on Capital and Borrowed 
rn ey ekck a. 0% 2 1% 
15. Loss from Bad Debts................ 0.1 . 

















Breakdown of 22.4% overhead 


Such items 
are 


found to exist among electrical contractors. 
as powdered soap stone, used for pulling wire, 
also stocked. 

The principal lines handled, in order of their im- 
portance, are wiring materials, appliances, lighting 
equipment and motors and control. There are 19 em- 
ployees, five of whom are salesmen. 

About 2,500 items representing 67 manufacturers are 
regularly carried in stock. Further economies could be 
made by reducing the number of parallel lines handled. 
Duplicating lines are carried as follows: conduit fit- 
tings 2, wire 2, wiring devices 4, fuses 2, outlet boxes 2, 
safety switches 3, panels 3, fans 2, heating appliances 
6, commercial lighting equipment 4, and _ industrial 
lighting equipment 3. An inventory turnover of seven 
times was secured last year in spite of the large num- 
ber of duplicate lines. This was due to the fact that 
this house is located where it can secure delivery from 
its principal suppliers in 24 hours. 

In addition to the sales manager, there are two city 
and two country salesmen. An annual volume of $75,- 
000 is considered necessary to support a country sales- 
man as against $55,000 for a city salesman. The coun- 
try salesmen personally write about 50 per cent of their 
business and the city salesmen 25 per cent. Ford cars 
are furnished to all salesmen. The men average eight 
calls a day or 175 a month. Monthly records are kept 
for each salesman covering number of calls, total sales, 
and gross profit on total sales. 

This house has made no attempt to charge back to 
customers the cost of their reversed telephone calls. 

Special catalogs are issued to the trade on fixtures 
and appliances. A display room for both appliances 
and fixtures is maintained on the (Turn to Page 56) 
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ANNOUNCEMENT 


Summer Sales Prize Contest 
for Wholesalers’ Salesmen 


N the opposite page 
() are listed the names 

of all manufacturers 
who are cooperating in the 
July part of THE JosBEr’s 
SALESMAN Seventh Annual 
“Summer Sales Prize Con- 
test.” These are the man- 
ufacturers whose products 
are eligible in this con- 
test. 

This contest is open 
only to those wholesalers’ 
salesmen whose names 
have been properly en- 
tered by their sales mana- 
ger, and to them only. 


All entries have been 
acknowledged by THE 
JoBBER’s SALESMAN, and 
combination instruction 
and score cards sent to 
each contestant. 


This magazine is offer- 
ing a prize of $25.00 in 
cash for the greatest sales, 
at wholesaler’s sales 
prices, (what you bill the 
customer) of the products 
of each and every manu- 
facturer in this contest, 
that is, those listed on 
page 17,in the period of 
July 1 to July 31, 1931, 
both inclusive. (Duplicate 
prizes awarded to tying 
contestants. ) 

With so many prizes 
offered, every salesman 
has a chance to win one 


JULY PART 


or more prizes. There is 
no limit within the scope 
of the contest to the num- 
ber of prizes that one man 
can win. 

First, examine every 
advertisement in the sec- 
tion. Then pick out the 
manufacturers whose 
lines are handled by your 
house. Do not hand in 
records for sales of lines 
on which your house is 
not a regular distributor. 

Second, study the mes- 
sages of these manufac- 
turers. They have at- 
tempted to give you the 
help which will aid you 
in increasing your sales. 

Third, the contest is for 
the whole month of July. 
Do not fail to “follow 
through” to the very end 
in your efforts. You may 
land an order the last 
hour of the last day that 
will win a prize. 


Note Carefully 


Sales records for the 
month are to be kept by 
each contestant himself. 
At the end of the month 
he adds up the totals for 
each manufacturer whose 
lines he has been compet- 
ing on and enters them 
opposite the names of the 


respective manufacturers 
on his score card. He is 
then to sign his score card 
and send it to his sales 
manager who checks the 
figures, countersigns the 
card and sends it to THE 
JOBBER’S SALESMAN, to 
reach there by August 20. 


City desk men or inside 
employes handling large 
volumes of business com- 
ing into the house, or offi- 
cers of the company, are 
not eligible in the contest. 
Such business, however, 
may be credited to such 
regular salesman as would 
be credited in the ordi- 
nary routine of the office. 


Apply the Plan to the Contest 


Don’t go after orders in 
a haphazard way but use 
the principles of selective 
and intensive selling as 
set forth in THE JoBBER’s 
SALESMAN’S Plan. Survey 
your territory now, deter- 
mine just who the cus- 
tomers are to whom you 
should sell the products 
of these manufacturers. 
Work up your sales plans. 
Study your sales presen- 
tation to each prospect in 
advance. Then concen- 
trate on these selected 
prospects during July. 
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MANUFACTURERS ENTERED 


— in — 


The “July Summer Sales Prize Contest” 


HE following is a list of the manufacturers who are entered in the Summer Sales 
Contest for the month of July. The numbers on the right refer to the page num- 


bers of their advertisements in this issue. 


In each case a notation appears on the 


page below the advertisement indicating that the company is entered. No prizes will be 
awarded for sales of manufacturer’s products whose advertisements are not so marked. 


NAME OF MANUFACTURER 


Adam, Electric Co., Frank. ........ 


American Blower Corp. ...... 
Benjamin Electric Mfg. Co.. .... 
Bryant Electric Co......... 
Burgess Battery Co. .... 


Colt’s Patent Fire Arms Mfg. Co............ 
Crescent Insulated Wire & Cable Co. . 


I en an ani ae wwe ee ae aaa hagas 


Fitzgerald Mfg. Co. ..... 
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Harvey Hubbell, Inc. . 


Jefferson Electric Co. ... 


National Carbon Co., Inc. ......... 


Plymouth Rubber Co. ...... 
Sessions Clock Co. .. 
mauare I) Co. ......«.. 


Standard Electric Stove Co.............. 


Trumbull Electric Mfg. Co. . 


Waters-Genter Co. ............... 


Advertisement 
on page 


47 
49 


bho 


21 

Teer 

. Inside back cover 
.. Inside front cover 
59 


.....Back cover 


27 


37 
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MEN YOU SHOULD KNOW 


Martin Newman 


President, Hub Electrical Supply Co., 
New York City 


O ATTAIN success is an ab- 
sorbing aim to most of us. We 
grit our teeth and seek fortune 


with grim determination to do or die. 
In the mad fight to reach the goal we 
sometimes neglect friends, family 
and other worthwhile things of life. 

Martin Newman’s career has been 
refreshingly different in this respect. 
True, he is a hard working business 
man alert to every opportunity, but 
business is not everything. 

Despite the requirements of time 
for business Mr. Newman is never 
too busy for frequent meetings with 
his friends. And these friends are 


not picked with mercenary intent, for 
they include those from every branch 
of the industry, customers, competi- 


tors and manufacturers. 

Friends, Mr. Newman freely ad- 
mits, are responsible for what success 
he has had in business. He liked 
people. They liked him. Therefore 
they bought from him. As he was 
their friend, he gave them the best 
possible service he could render 
more, we believe, with the idea of 
helping a friend than with the 
thought of future business that might 
be gained. 

Driving shrewd bargains and being 
aggressive has its place in business 
but after all those who buy and sell 
on price alone do not have the largest 
businesses. Far better, he contends, 
to allow those who sell you a fair 
profit, and to deal with those who 
will allow you a fair profit for serv- 
ice of the better sort. 

At the age of fourteen, Mr. New- 
man started his business career as 
an errand boy for the W. F. Irish 
Electric Company. Here he worked 
for two years learning the - basic 
principles of the electrical business. 

Then he changed over to the 
Royal Electrical Supply Company, 
working under the supervision of 
Charles Scott and John D. Sweeney, 
for whom he has the _ highest 
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He Makes Friends— 


regard and whom 
he credits with teaching 
him most of what he 
knows about the elec- 
trical supply business. 

Starting in as an or- 
der clerk he worked his 
way throughout the 
house as counter sales- 
man, city salesman, and 
up to the position of 
the Bronx manager. 
This position he held 
until eleven years later 
when he left this firm 
to go into business for himself. 

As Bronx manager of the concern 
he became acquainted with most of 
the buyers of electrical goods in that 
section. This was quite natural in 
view of the fact that in the outlying 
districts of New York the personal- 
ity of the manager is almost more 
important than in the larger metro- 
politan stores. The reason for this 
is that in the smaller community one 
becomes better acquainted and the 
small branch manager must give per- 
sonal attention to every customer and 
every order if he is to be successful. 


T the end of eleven years he had 
an offer to go into business as a 
partner with another man in that 
section. The proposition appeared to 
offer an opportunity to profit by his 
local connections to the fullest ex- 
tent. Accordingly he left this firm, 
invested his money and was at last 
in business for himself. However, 
this did not work out as well as had 
been hoped and within six weeks he 
discontinued the arrangement. 

His next step was to boldly start 
out in business for himself—with an 
initial capital of $1500. This was in 
1918 when the skill of the distributor 
was marked by his ability to secure 
stock rather than to dispose of it. 

His first customers were, as may 
be expected, many of those who had 


and Holds Them 


Martin Newman is only forty-one 
years of age, yet the owner of a grow- 
ing electrical supply company with 
three branches in the New York area. 
This from a start as errand boy 
twenty-seven years ago. 
of success? 
came to him when he followed his 


simple rule for happiness—make new 
friends—hold old ones. 


The secret 
There is none. Success 


been dealing with him as a store 
manager. These included purchas- 
ing agents for many basic industries 
that were able to furnish government 
requisitions with their orders so that 
obtaining goods was not difficult. 


ONSEQUENTLY business was 

good and profitable almost from 
the start. The real difficulty was in 
selling to the right people at the right 
price. One of the principles of the 
new business was to sell only to 
reputable firms and then at a price 
which was fair but not exhorbitant. 
Some of the electrical wholesalers 
who sprang up during the World 
War made the mistake of selling any- 
thing to anyone who wanted it as 
long as there was stock on the 
shelves. Newman however was con- 
servative. He refused to deal with 
unknown concerns and leave his 
shelves bare when his better cus- 
tomers would be in need of goods. 
This policy of protecting worthwhile 
customers stood him in good stead. 

(Turn to Page 60) 








This is Number 134 in 
Our Series of Prominent 
Wholesalers. 
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SALES OPPORTUNITIES in INDUSTRIAL PLANTS 


San Francisco Baseball Stadiuin 
Floodlighted 


\ new standard of intensity for 
floodlighting baseball parks has 
been set at the San Francisco Sta- 
dium. 308 1,000-watt projectors with 
stippled lenses are mounted on six 
towers 120 ft. high. At the right, a 
view of a battery of these projectors 
which gives some idea of the quan- 
titv of conduit, fittings and wire 
required for this installation. 


Surface Duct Installation 

The flexibility of surface duct 
for wiring to machine tools is 
clearly demonstrated in the pho- 
tograph at the left. Note also 
the accessibility of the panels in 
this modern wiring installation. 


Pictures in this section through 
the courtesy of Square D Co.: 
Cutler-Hammer, Inc., General 
Electric, Trumbull, Ilg, Ideal 
Commutator Dresser Co. 
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ONE—unscrew one- 


piece end caps. 


TWO — insert new 


SIMPLE and —» = THREE screw ” 
Weltl tel "4 FP? RY Replacing one-piece end caps. 
a Razor Blade . 





AND THE 
ruse i's 
RENEWED, 











with the JEFFERSON-UNION FUSE 


OU buy renewable fuses to save time and money 





—particularly time. Therefore, select the fuse which 








is quickly, easily renewed. Save time as well as the cost 
of a new fuse. 

Jefferson-Union Ferrule Type Fuses have end-caps 
in one piece, simplest construction, no loose washers; 


the renewal links have rounded ends; these features 


RRR Paci a iin 36 2 RE 


make for speedy, easy renewal, as well as positive con- 
tact with clips. The fusible link adjusts itself auto- 
matically to correct length, and, held diagonally in the 








casing, it does not touch nor char the casing. Venting 








is through the caps instead of the threads. Inspection 


and cleaning are easy, convenient. JEFFERSON-UNION KNIFE- 
BLADE RENEWABLE FUSE 

Get Free Sample Also Saves Time and Costs... 

Send for a sample and see for yourself the features Uniquely simple. Insertion of new link a 


matter of seconds. Only one end-cap is re- 
moved. Loosen studs a little and new link 
lowest-cost, the most-quickly-renewed fuse. goes on readily. Rugged construction plus 
an exclusive method of venting through the 
fiber insures long life. 


that make the Jefferson-Union the longest-lived, the 


JEFFERSON ELECTRIC COMPANY 
1519 West 15th Street “ Chicago, Illinois 














(A-4901) 


The products of this company are entered in the prize contest for this month. A $25 






prize will be awarded the salesman selling the greatest quantity during the month. 
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’ 
New Metal Tod | 








TOPS 


Provide 


GREATER 
PROTECTION 


The new metal tops pro- 
vide absolute and complete 
protection to the “active ma- 
terials” within the cell. The 
dangers of cracked seals, due 
to rough handling is com- 
pletely eliminated. This new 
method of metal sealing does 
away entirely with possible 
“shorts” and unnecessary cur- 
rent losses possible in the old- 
style 6” cell with its “easily 
injured” composition top. 


ADDED 
APPEARANCE 


Not only have these new 
metal tops added greatly to 
the efficiency of the “NEW” 
Eveready Dry Cells and Flash- 
light batteries but have revo- 
lutionized their appearance. 
Put side by side with any and 
all others they are outstand- 
ing in eye appeal which means 
easier sales for you and your 
dealers and greater satisfac- 
tion to the ultimate user. 


eveREADY [JR Y C FL |S 


The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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y Long Lite Batteries » » » » 








These _ 


RETAIL 
OUTLETS 


Provide 


immediate Sales Opportunities 





Check over the following types of retail outlets in your territory. Take 
a sample of both the new Eveready Dry Cell and Unit Cell Flashlight 
Battery and show it to them. Explain the big features of their New Metal 
Tops. You will be surprised at the large number of orders you can secure. 


Electrical dealers Cigar stores Wayside Stands 
Hardware dealers Department stores Summer Hotels 

Gift shops Drug stores Variety Stores 

Auto Accessory stores Garages & Filling Jewelry Stores 

Central stations Stations Sporting Goods Stores 


NATIONAL CARBON CO., Inc., General Offices: New York, N. Y. 


Branches: Chicago Kansas City New York San Francisco 


Unit of Union Carbide UCC and Carbon Corporation 


PUNIT CELLS evertan 


The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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SALES OPPORTUNITIES in INDUSTRIAL PLANTS 


In Automobile Factory 


The above photograph is an excellent example 
of modern wiring in the machine shop of an auto- 
mobile plant. By the use of surface duct the 
expense of changes in wiring due to rearrangement 
of equipment is kept at a minimum. Panels are 
located out of the way and yet are readily 
accessible. 


Floodlights in Greasing Pits 
Here is an application of floodlighting 
offering possibilities of development by 
the wholesaler, especially through his con- 
tractor customers. A 100 watt floodlight 
installed at each end of the greasing pit 
provides an abundance of directed light 

to all underparts of the automobile. 


Control Panel Sold 

by Wholesaler 

The control panel at 
the right is typical of 
the kind of equipment 
business which the in- 
dustrial salesmen of 
the American Electri- 
cal Supply Co., Chi- 
cago, are going after 
successfully. This in- 
stallation is in the 
plant of the Prima 
Co., Milwaukee. 


Vv 
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Hubbell Twist-Locks 


4 Wire 3 Wire 2 Wire A Complete Line of 2-3-4 


Flush Receptacle Flush Receptacle Flush Receptacle 


~ Wire Devices Io Meet Every 
- 


Requirement 


In every market—Resale—Commercial—In- 
dustrial—Contractor — Hubbell Twist-Lock 


a Devices offer a distinctive sales advantage. 


No. wil No. 7310 No. 7210 Hubbell Twist-Locks provide the accuracy 


and security of a direct electrical connection 
with the flexibility and convenience of a 
separable connection. The twist of the wrist 
produces a lock-fast connection. The twist of 
the wrist unlocks it. 


2-3 and 4 Wire 
Flush Receptacles Mounted in 31/4 and 4 in. Box Covers 


Hubbell Twist-Locks are impervious to kicks, 
jerks, vibration and hard usage. Uninter- 
rupted service increases production and re- 
duces operating costs. By being properly 
polarized and grounded they protect the oper- 
ator against shock and fire hazard. The appli- 
No. 7417 No. 7517 No. 7217 cation ranges from office and household appli- 
ances to factory equipment.—There are sales 


opportunities and profits in Hubbell Twist- 
4 Wire Connector 3 Wire Connector 2 Wire Connector Lock Devices.—Try it. 


—~ > 


AS 


a 


1. Plug in- 


No. 7411 7413 7311 7313 7101 7102 


4 Wire : 2 Wire 
3 Wire Flush Motor 
Motor Plug Motor Plug Motor sien Coupling 


3. Theyre locked! 
HARVEY HUBBELL, Inc., 
ee 5 Nd BRIDGEPORT { l CONNECTICUT 


7101 
7191 7101 


erm ‘Jy1sf-Lock Devices 


The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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SALES OPPORTUNITIES in INDUSTRIAL PLANTS 





Switches in Coal Cleaning Plant 

The Marvine breaker and cleaning plant 
of the Hudson Coal Co., Scranton, Pa., is 
typical of the modern coal preparation 
plants in Pennsylvania. It is equipped with 
safety switches on its sand flotation system. 


Maintenance Equipment in Plants 

There is always a big demand for 
maintenance equipment in industrial 
plants. Hand type resurfacers is an 
equipment item of necessity in most 
plants. 


Basement Ventilation in Stores 


Proper ventilation in stores represents 
every day sales possibilities on this kind of 
commodity. This installation was made in 
the S. H. Kress Co. store at Atlanta, Ga. 
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ANNOUNCING» » 


Another New Addition to the 


“CIRCLE T” 


Line 
* 


The New “R. B.”’ 
Receding Blade 
Safety Switch 
* 


Your industrial customers will welcome the 
new “R.B.” (Receding Blade) Trumbull 
Safety Switch. 

Constructed along entirely new and revolutionary 

lines, it offers far greater efficiency and longer 

life for heavy duty requirements than any pre- 
vious type of design. 

Note the illustration at the left which shows the 

double break contact feature which breaks the 

current away from the current carrying surfaces 
thereby reducing deterioration to a minimum and 
always providing a perfect contact area. 

Path of current does not pass through any hinged 

riveted or soldered parts in the switch unit. It 

is compactly designed to occupy a minimum 
amount of space. 


47/7 at 
4 , \ 
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OTHER FEATURES 
. Limited number of parts—Com- 
















1 
pactness. 

2. Equipped with cover safety inter- 

locker. 

3. Quick make and quick break. 

4. Switch operable even if quick 
make and break spring should 
break. 

. Quick make and break mechanism 

protected from interference of 

wires by a guard. 

Base of moulded material. 

. Plenty of wiring room and knock- 


outs 

8. Positive “off” and “on.’’ 

9. Switch may be 
removed from 
box as single 
unit by remov- 
ing four screws. 

10. Terminals are 
elevated for 
ease in making 
wire connec- 
tions and fuse 
replacements. 

11. Line connec- 

tions at Top— 

Load at Bot- 

tom. Opposite 

connections fur- 
nished on re- 
quest, 


ARC BREAKING “TIPS” 
NEW METHOD OF BREAKING CURRENT 


Note how the arc is broken from extended 

tips’ of stationary contacts to the inside 
of sliding contacts—current carrying sur- 
faces are not affected, 


This receding blade construction draws 

60% of the are down to a built-in “snuff- 

arc” chamber which is part of the moulded 

a, tay Msn gr => of the are is 
p throu e 

blade and segregated. ee 


This patented construction prevents pit- 

“— -~ a contact eurfaces 
d urn emselve 

perfect contact area. — a = 


Only under the heaviest load is there a 
visible are. 






BARRIER 
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. Stationary contacts. 

- Moving contact 

. Moving contact operating bar 
- Load or fuse terminals 

- Line terminal 

- Moulded base 

- Double-break arc breaking tips 
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FUSE CD 


THE TRUMBULL ELECTRIC MFG. CO. “ty 


Compels_  defin 
contact under 


A GENERAL ELECTRIC @ ORGANIZATION 3 ye mee 


PLAINVILLE, switches of 100A. 
CONN. 





and above. 
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The products of this company are entered in the prize contest for this month. A 
prize will be awarded the salesman selling the greatest quantity during the month 
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Jobbers Salesman 


W. J. McLAUGHLIN, Editor 





We 
Believe That— 


1 Market determination is absolutely essen- 
tial and is the joint responsibility of the 
manufacturer and the wholesaler. 


2 Intensive selling must take the place of 
order taking. 


3 The manufacturer must recognize his 
wholesalers as partners, not as customers. 


4 Wholesalers must adopt a simple, but uni- 
form cost accounting system. 


5 The public utilities should merchandise 
under conditions which are not unfair to 
wholesalers and independent dealers. 


6 The formation of local and geographical 
groups of wholesalers is to the best inter- 
est of the industry. 


7 The electrical wholesaling industry has a 
splendid future ahead of it, provided its 
potential possibilities are fully realized. 











Don’t Miss 


The Boat 
| NROM the Department of Commerce, the U. S. 


Chamber of Commerce, the Alexander Hamilton 

Institute, Dr. Julius Klein, Dr. David Friday, 
Dr. Virgil Jordan, Col. Leonard Ayres and others have 
recently come statements to the effect that we hit the 
rock bottom of the current business depression during 
the first quarter of 1931. 

The so-called consumptive industries such as textiles, 
shoes and automobile tires have already shown improve- 
ment over and above the seasonal trend. 

After hitting the bottom in previous depressions 
business has remained in the trough for from four to 
seven months. It has been on the up-grade for at least 
two months before the average business man has awak- 
ened to the fact that the turn has come, consequently 
he has “missed the boat.” 


Electrical wholesalers can ill afford to “miss the boat” 
when the current depression turns the corner. They 
must not be caught unawares when business improve- 
ment sneaks up on them. And we say “sneak” ad- 
visedly because it will not be ushered in with any brass 
bands. 

Right now, this very month, is the time to prepare, 
to put each house in order. How? Adopt “Tue Jos- 
BER’S SALESMAN’sS Plan’—economize, localize, adver- 
tize, and specialize. 


* « xk 


Reducing Operating 
Expenses 


PEAKING before the N.E.W.A. at Hot Springs, 
S Arthur Lazaus of the Metropolitan Life Insur- 

ance Co. made the statement that the average 
electrical wholesaler can save from 1 to 2%% of his 
operating expenses without reducing salaries. In his 
opinion much can be accomplished by looking to the 
relatively small items for unnecessary expense. 

Many wholesalers lack the moral courage to put cer- 
tain operating economies into effect. They allow their 
customers to impose on them when it comes to such 
matters as returned goods, complaints and reversed 
telephone calls. Mr. Peck’s paper read before the Mis- 
souri Valley Club deserves the careful study of the 
entire industry. For that reason we have printed it in 
full. Wholesalers and their salesmen will do well to 
follow the example of the American Electric Co., St. 
Joseph, Mo. 

The time has come when every wholesaler should 
take a firm stand on these common abuses if he would 
earn an adequate profit. He will be better off without 
those customers who refuse to abide by such a policy. 


* * 


An Opportunity 


for the Wholesaler 


ESIDENTIAL lighting fixtures offer perhaps 
R the greatest potential market now available to 
the electrical industry. The utilities are thor- 
oughly alive to its possibilities. Last year their revenue 
from residential consumers increased while revenue 
from commercial and industrial consumers fell off. In 
spite of their sales activities on major appliances the 
central stations have discovered that 65% of their resi- 
dential revenue comes from lighting. Also they esti- 
mate that 18 million out of the country’s 20 million 
wired homes need modern fixtures giving shaded light 
and using higher wattage lamps. 

Therefore the large utility companies and the N. E. 
L. A. are already at work on plans for a five-year na- 
tional sales promotion campaign which will make the 
public conscious of modern home lighting. Local sales 
campaigns will tie in with this national advertising. 

When these local campaigns materialize, will the elec- 
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trical wholesaler have a place in the picture? That, in 
our opinion, depends entirely on what the wholesalers 
themselves do about it. The central station should un- 
questionably take over the local sales promotional ac- 
tivities because the increased revenue from shaded-light 
fixtures will justify the expense. It should stop there, 
however, and leave the actual sale and installation to 
the contractor or fixture dealer. The wholesaler should 
carry the stock for the dealer and have a suitable show- 
room available to him at an adequate service charge. 

Unfortunately there is a lack of confidence between 
the utility and contractors and dealers in many localities. 
The wholesalers have the confidence of contractors and 
dealers. If they lack the confidence of the utility they 
should collectively take steps to secure it through their 
local wholesaler organization. Then, having the confi- 
dence of both groups, the wholesalers can bring them 
together, act as mediators, and make possible that 
utility-wholesaler-dealer cooperation which is essential 
for a successful local campaign. Wholesalers should 
take the initiative now and, as a group, approach their 
utility with definite plans for accomplishing this ob- 
jective. 

* %* * 


“The Real Job 


—Cooperation” 


N those words the merchandising committee of the 
| Pacific Coast Electrical Association summarized its 
recent report on the merchandising situation. The 
same theme was stressed at the June convention of the 
National Electric Light Association at Atlantic City. 
John F. Owen, president of the association, speaking 
on “Trade Relations,” said: 


“Cooperation is the keystone of the arch by which the 
electrical industry—and in the term electrical industry I 
include everyone, from the smallest retailer to the largest 
manufacturer, who has anything to do with the distribution 
of electric current or the appliances which it operates— 
can bridge the stream of faulty distribution which so often 
flows between the producer and the ultimate consumer. 
Cooperation always works when men are sincere in their 
efforts to cooperate. 

“Recognition of this fact led to the formation of the 
Electrical Merchandising Joint Committee. (THE JOB- 
BER’S SALESMAN, March, 1931, p. 31.) The result has 
been that already this joint committee is setting up the 
necessary machinery to correct trade practices that do not 
square with ethical merchandising principles. Cooperating 
committees will be set up in every state and in all of the 
major cities. These will be active, working committees, 
and not simply a list of names constituting merely a grace- 
ful gesture.” 


Marshall E. Sampsell, vice-president of the associa- 
tion, spoke on “Sincere Group Team Work.” He said 
in part: 


“Few of us have perhaps ever seriously attempted to 
form a mental picture of the electrical industry in its en- 
tirety. What are the spokes within the electrical wheel, 
and which spoke is the most important? Central station 
people are perhaps too apt to casually conclude the gen- 
eration and distribution of energy to be the all-important 
spoke in the electrical wheel. The manufacturers of elec- 
trical equipment, on whose successful research and devel- 
opment work the electrical industry must depend, quite 
naturally and properly see another equally essential spoke 


in the electrical wheel. The contractor-dealers rightly con- 
sider themselves an admittedly indispensable spoke in the 
electrical wheel. To these important spokes must be added 
the electrical supply jobbers, whose activities have always 
had a stimulating influence in the industry. Each of these 
‘spokes’ within the electrical wheel is represented by a 
well-organized association, conscious of its rights, desirous 
of protecting its interests, and yet willing to work in har- 
mony of thought and action for the advancement of coor- 
dinated industry purposes. The electrical industry has 
been especially assisted by the trade papers. Their influ- 
ence has been of special value to all concerned. 

“A monopoly of the right to generate and distribute elec- 
tric current in any given territory does not and should not 
carry with it the right, nor should it create the desire, to 
monopolize the appliance business. Sales programs of cen- 
tral station companies should be built around the idea of 
encouraging and assisting other vendors of electric con- 
suming devices. This spirit of group teamwork should 
have the approval and support of the manufacturers, deal- 


ers and others within the industry.” 


H. P. Liversidge, general manager of the Philadel- 
phia Electric Co., speaking on “Public Relations,” said : 

“The day has passed when the electricity supply com- 
pany can be regarded as the electrical industry. It is only 
one part of the industry. In each community we have a 
great organization of manufacturers’ representatives, con- 
tractors, distributors and retailers—all of whom have a 
most important part in the development of electric service. 
The utility problem in any community is their problem, 
and there is a joint responsibility in seeing that there exists 
a mutual understanding in the development of the business 
and a satisfactory relationship between the whole electric 
industry and the individuals of the community which they 
serve. 
“Whether the utility should or should not merchandise 
is beside the point. The real question is how does the 
utility merchandise. Of one thing I am absolutely certain: 
that unless merchandising programs and policies are de- 
veloped on a basis of fair and intimate understanding with 
all others engaged in electrical merchandising, unless they 
are absolutely free of any practices which might be con- 
strued as unfair or discriminatory, no matter how urgent 
the need for such a policy might appear, we are building 
up for ourselves a sales resistance that will counteract all 
the tangible progress we are making.” 

The leaders of the central station industry, faced with 
the possibility of further adverse merchandising legis- 
lation, have thus expressed a desire to cooperate with 
wholesalers and retailers. In our opinion cooperation 
will accomplish far more than legislation. But coopera- 
tion cannot be obtained without organization. 

Each community must solve its own merchandising 
situation. The electrical wholesalers, through a strong 
local association of their own, are the logical group to 
bring retailers and utility together on a cooperative 
merchandising program which will mean profits for 
wholesalers and dealers and added revenue for the cen- 
tral station. What the Mohawk Valley Club has accom- 
plished in New York State similar local associations of 
electrical wholesalers can do in other sections of the 
country. 

Never before have central station executives been 
as approachable on constructive plans for real coopera- 
tion. They have finally become conscious of the whole- 
saler and the dealer as integral parts of the electrical 
industry. 

Wholesalers should take full advantage of this situ- 
ation by forming local clubs now with utility-wholesaler- 
dealer cooperation as a major activity. 
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Market for Electrical Supplies 


Compiled Monthly from Reports Made to THE JOBBER’S SALESMAN, by Wholesalers, on Market and 


Price Conditions for 22 Key Products. Numerals Indicate Number of Wholesalers Reporting in the 


Respective Territories. 








COMMODITY 


EASTERN STATES* 


CENTRAL STATES* 


WESTERN STATES* 








MARKET 
May 15 to 
June 15 


PRICES 
General 
Trend 


MARKET 
May 15 to 
June 15 


PRICES 
General 
Trend 


MARKET 
May 15 to 
June 15 


PRICES 
General 
Trend 





























Transformers, insulators, distribution 
equipment 





Poles and pole-line hardware 





Switchboards and accessories 





Motors and control apparatus 




















Safety switches 





Wiring devices 























Commercial lighting units 





Residential lighting units 





Street lighting equipment 





Heating appliances 


20 


19 


21 


18 


26 














Flashlights and batteries 





Telephone equipment 


19 


15 


22 


19 


12 





Storage batteries 





19 
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ALL 22 LINES COMBINED 


EASTERN STATES 


CENTRAL STATES 


WESTERN STATES 





Good Fair 


Poor 


Good Fair 


Poor 


Good Fair 


Poor 





May 15, 1931.—June 15, 1931 


10% 42% 


48% 


14% | 43% 


43% 


8% 43% 


49% 





Same Period Previous Month 


10% 


40% 


50% 


10% 46% 


44% 


8% 48% 


44% 





Same Period Year Ago. .....5.6s060%0%- 





16% 





46% 


38% 











14% | 44% 





42% 








13% 








53% 


34% 








*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western 
States include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota. Nebraska, Kansas, Oklahoma and Texas. 


Central States include all between. 
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announcing the NEW JR 


A-S-E 


line of A-S-E Fuse-Cabs iam 


Switch Boxes 
for Rigid Conduit 
Non-Metallic 
Cable 





Armored Cable 
Olam -foh ¢; 
2 Round, Square, 
s a + Ww I t 4 « & * Octagon 


Cable Boxes 


provision for 


Jay-Kay Boxes 
with clamps 


branch circuit wide 
; Cutout Boxes 
switches and ees 


Pull Boxes 


U N D E R Wiring Troughs 


All types and 


THE DOOR ies 


Concrete Boxes 


a nd at Handy Boxes and 


NEW LOW PRICES = 


Plates 
Outlet Box Covers 
Extension Rings 
Bar Hangers 
Special Boxes 
Reddy-Sets 


FITTINGS 


NDER the door—that's where branch circuit switches Locknuts and 
belong—and that's where they go in these new, im- Bushings 
proved style "DS" Fuse-Cabs. Knockouts in the dead i ee 
front accommodate standard toggle switches. No. 4306 style "DS" Surface et a 
In addition, locks within black bakelite handles are standard Type Fuse-Cab with knockouts ee 
on all 14 to 24 circuit Fuse-Cabs. All flush types are now for toggle switches under the Entrance Fittings 


equipped with galvanized tubs, and sizes 2 to 12 circuits in- door. 
clusive have an exclusive mounting bracket which is integral 
with the tub. Plaster irregularities are automatically taken 
care of because the dead front is independent of the trim. 
Straight wiring is made possible by the neutral terminals on 
each unit block. And all flush types, and style "DS" surface 
types, have attractive new metallic grey lacquer trims. 

With all these improvements—the new line of A-S-E Fuse- 
Cabs is offered at new, low list prices and new discounts. 
Write for Bulletin F-10. 


All-Steel-Equip 
Company 


Incorporated 


334 John Street 


Aurora - _ Illinois 


A-S-E Fuse-Cabs range in size 
from 2 to 24 circuits—with or 
without provision for switches 


under the door. 


Pipe Straps 


Miscellaneous 
Conduit Fittings 


Entrance Switches 


Circuit Boxes 


FUSE-CABS 
2 to 24 Circuits 


Flush and Surface 
Types 
—with or without 
provision for 
Branch-Circuit 
Switches 
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For the Independent 
A Friend 


knows and ltkes 


WHOLESALER can no longer pros- 
per waiting for business to walk in. 
That kind of easy business is gone. An 
aggressive campaign in logically selected 
markets is essential today—the kind of 
plan sponsored by the Jobber’s Salesman. 


But the independent wholesaler, to 
gain against today’s opponents, needs 
something in addition to his individual 
ability. He needs a friend known, re- 
spected, liked by all—actually preferred 
by the majority. 

Cutler-Hammer is that friend for you. 
Because of its reputation, its sales plan, 
its wide and consistent advertising, 
Cutler-Hammer is a name accepted every- 
where—a name which identifies you as 
a distributor of the best in electrical 
merchandise. 


With Cutler-Hammer as your friend 
you will have the line of Wiring Devices 
which, during 1930, equalled 1929 in 
sales, despite the tremendous drop in 
building construction. Did the line you 
handle do that? 


With C-H as your friend you will have 
a line of Safety Switches which in design, 
performance, packaging, and labeling is 








The products or this company are entered in the prize contest for this month. 


worthy of the family name 

of Cutler -Hammer—a line 

produced by Cutler-Hammer 

Engineers as team-mate for 

the Motor Control that is 

preferred by Industry, and for 

the C-H Wiring Device line, a leading 
line in this industry. 


With C-H as your friend you will have 
a line of Motor Control preferred by the 
majority of users because it meets all 
conditions, stands up under all of them. 
One glance at a C-H Starter is proof to an 
intelligent buyer that here is a finished 
engineering job. In both exterior and in- 
terior appearance, it /ooks its quality. First 
impressions go far toward the sale—and 
the quality guaranteed by nearly 40 years 
of experience makes the sale permanent, 
makes it repeat. 


Accept Cutler-Hammer as your friend 
—for the prestige the name assures. Start 
by writing for details of the C-H proposi- 
tion. CUTLER-HAMMER, Inc., Pioneer 
Manufacturers of Electrical Apparatus, 
1286 St. Paul Ave., Milwaukee, Wis. 








A $25 


prize will be awarded the salesman seiling the greatest quantity during the month, 
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Wholesaler... 


ve 
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NEW! C-H Duplex Receptacle with 


Patented Finding Ring 


The new C-H 7942 Duplex 
Flush Receptacle is outstand- 
ing for convenience, appear- 
ance, and electrical perman- 
ence. New patented finding 
ring assures easy insertion ot 
plug. Body is of highly polished 
genuine bakelite. Contact de- 
sign is entirely new: pressure 
supplied by auxiliary steel 
spring carrying no current— 
assuring positive and uniform 
Pressure over entire contact 
area. Design also assures free- 
dom from burning or pitting. 
Shifting prevented by heavy 
mounting strap keyed to bake- 
lite body. Shallow construc- 
tion, improved plaster lugs, 
impregnated back plate, two 
large binding screws at each 
terminal and other features in- 
sure easy operation, long life, 
and freedom from trouble. 


\ any tone Le 
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C-H Bul. 4131 Standard Duty 
Safety Switch 


“Equal to many Type A switches” 
is the general opinion of the type 
“C” C-H Bul. 4131 Standard Duty 
Safety Switch. Quick make and 
quick break plus one-piece clips 
give this switch unusual life. 
Molded crack-proof base. Many 
other features plus the rugged con- 
struction typical of the C-H Line. 
Capacities from 30 to 400 amps., 
at 250 volts and 30 to 200 amps., 
at 575 volts. 


C-H “X” Across-the-Line Starter 


The comprehensive line of Cutler- 
Hammer Bul. 9586 “Across-the-Line”’ 
Starters is the standardized result of 
experience covering every Motor Con- 
trol problem met by Industry... aline 
built to the C-H Standard of millions 
of operations. All C-H 9586 Starters 
incorporate such features as the C-H 
Thermal Overload Relay which pro- 
tects motors more accurately... which 
permits use of power up to the motor’s 
limit but never beyond safety. 











-CUTLE 


ae 








R. HAMMER _ 





Motor Control. Safety Switches. Wiring Devices 


rA-4t 


The products of this company are entered in the prize contest for this month. A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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NEws 


from the Wholesale Field 





Hub Opens Third Branch 
The Hub Electrical Supply Co. 


opened its third branch in New 
York June 1 at 311 West 40th 
St. By opening this branch in his 
thirteenth year as a wholesaler Mar- 
tin Newman, the proprietor gives 
the laugh to old man superstition. 
Lamps will be featured in the new 
store as the Hub company has pur- 
chased a Mazda agency of the Bry- 
ant Park Electric Co. 

a 


E. J. Fluharty Retires 


Ernest J. Fluharty has retired 
from the Shepherd-Fluharty Electric 
Co., Baltimore, Md., and the business 
has been incorporated as the Shep- 
herd Electric Co., Inc., Henry A. 
Shepherd is. president; Charles C. 
Vogel who was sales manager of the 
Shepherd-Fluharty Electric Co., has 
been made vice-president and sales 
manager of the new organization. 
Harvey H. Wilson is secretary-treas- 
urer. The company will continue to 
occupy the same quarters at 113 
Water St. 

* ok x 


Bangert Electric Opens New 
Warehouse 


The Bangert Electric Co., Inc., of 
153-17 Jamaica Ave., Jamaica, N. Y., 
announces the opening of another 
show room and warehouse to be lo- 
cated at Riverhead, L. I., opposite the 
L. 1. R. R. Station. This company 
also operates stores at Jamaica, 
Hempstead and Freeport. 

According to William A. Bangert, 
president and general manager of 
these electrical houses, the present 
addition has 6,000 square feet of 
floor space with 7,500 additiona‘ 


(Nien JOBBER’S SALESMAN maintains men in the field, it sends out 

monthly “what’s the news sheets” to every wholesaler and it gladly re- 

ceives voluntary news contributions and snapshots from wholesalers and 

their salesmen. All this enables it to reflect from month to month the per- 

sonal element in the industry. Your co-operation is solicited in making this 
human side of the magazine more interesting. 


square feet available. William A. 
Smith, formerly of the Jamaica 
store, will be the manager and Ar- 
thur Lawson has been added to the 
sales force. The new branch at 
Riverhead will cover the eastern part 
of Long Island. 
;a oa 

Baltimore Electrical Moves 

The Baltimore Electrical Supply 
Co., Baltimore, Md., has moved from 
its old quarters at 307 N. Calvert 
St., to its new location at 33-35 S. 





Charles St. Two of its affiliated 
houses at Jacksonville, Fla., and 
Greensboro, N. C., have been closed. 
The only affiliated house now oper- 
ated by this company is the Flannery 
Electrical Supply Co., Miami, Fla. 


* *« * 


Trans-Continental at New 
Location 
The Trans-Continental Electric 


Co., Chicago, is now located in its new 
quarters at 3046 W. 22nd St. 





Nine years ago in the electrical industry. 


In the back row, left to right are: 


K. W. Fitzpatrick, now owner of the Fitzpatrick Electrical Supply Co., Muske- 
gon, Mich.; H. Banderob; Arnold Thoma; H. Viot, now with the National Lamp 
Works; H. Lindsay, now with the Metropolitan Electrical Supply Co., Chicago, 


and E. F. Kluge who is now connected with the Ackerman-Johnson Co. 


In the 


center row are: R. Reickhoff, now with the Hyland Electrical Supply Co., Chi- 
cago; H. B. Ressler, who is affiliated with the American Electrical Supply Co., 
Chicago; Miss G. Pflumm, now with the Casey Electric Service Co.; L. Zaleski, 
and I. Jeffries. The two men in front are Chas. Robertson and A. D. Hill. 
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N OW you can go out and sell quality batteries 

to your dealers .. . at prices right in line 
with what “orphan” batteries of unknown manu- 
facture have been costing them. 

You've always wanted a chance to knock the 
daylights out of the non-quality battery and 
HERE IT IS. Go to it! 

Every radio user knows about Burgess Batteries. 
Their quality! Their performance in every part of 
the world under every condition of service. Their 
dependability! Their uniformity! Now that they 
can get these batteries at prices comparable to 
those charged for non-quality batteries, which do 

/ you think they'll buy? You're right— Burgess! 
/ Tell your dealers these facts and GET ORDERS, 


N BURGESS BATTERY COMPANY 
4 : ; Engineers and Manufacturers of 
Electric and Acoustic Products 


SUPER B General Sales Office: CHICAGO 


No 2 1308 New York Boston Chicago Atlanta Kansas City 


Minneapolis San Francisco Los Angeles 
Formerly Retailed $4.25 In Canada: Niagara Falls and Winnipeg 
Now 8:33.25 


SUPER B 


No. 22308 


Formenly Retailed $2.95 
Now 82.35 
Similar Reductions on All 


Other aces Radio 
Batteries 
































































Nt 


SF sxct9 00> 





Hy esecia 
\ acum | T 






BURGESS 


SnAP LITE 


FLASHLIGHT 


Now 
30* retail 














The products ofp this company are entered in the prize contest for this month. A $25 
prize will be awardeéd the salesman selling the greatest quantity during the month. 
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ive News 


bout Live Ones 
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Tue ReQua Electrical Supply Co., 
Rochester, N. Y., announces the ad- 
dition to its staff of T. J. Whalen 
who is especially equipped to assist 
the company’s customers with wiring 
specifications, layouts for power and 
lighting, motor and control applica- 
tion. 


Earv STRONG is covering the Fox 
River Valley for the Standard Elec- 
tric Supply Co., Milwaukee, Wis. 


Epwarp W. Barrett is the newest 
member of the sales staff of the Bel- 
asco Electric Supply Co., Chicago. 


Two NEw salesmen, Charles Hoyt 
and Harry Markow, have joined the 
sales organization of Melville B. Hall, 
Inc., St. Louis. Mr. Hoyt comes from 
the Westinghouse Electric Supply 
Co. where he has seen 20 years of 
service, and Mr. Markow has been in 
the jobbing business in St. Louis for 
the past 10 years. 


Henry D. Melloon is in charge of 
radio sales at the Hartferd Electric 
Supply Co., Hartford, Conn. Mr. 
Melloon was previously with the Bos- 
ton office of the General Motors Ra- 
dio Corp. 


Max CULPEPPER has been trans- 
ferred from the Jacksonville, Fla., 
branch of the General Electric Sup- 
ply Corp. to the New York office and 
has been put on counter work. 


METROPOLITAN Electrical Dist., 
Inc., New York, has employed Ben- 
jamin Oslon to cover Bronx, and 
Louis Gold to cover the Brooklyn 
territory. 


Hersert E. Bugden, Jr., has joined 
the sales staff of the Electra Supply 
Co., Poughkeepsie, N. Y., and Paul 
Uhas is a new counterman with this 
company. 

A NEW counterman, Melford S. 
Good, has been employed by the 


Building Supply Co., Salem, Ore. 


GeorcE A. Schafer, formerly with 


the Robertson-Cataract Co., is now 
connected with the T. R. Huber Elec- 
tric Co., Rochester, N. Y. 


B. Gorpon Krich is covering Essex 
County for the Krich Distributing 
Co., Newark, N. J. This company 
has also appointed Herman Slote as 
specialist on clocks to the jewelry 
trade. 


J. Netson has been transferred 
from the order department to the 
sales department of the Fife Electric 
Supply Co., Detroit, Mich. Douglas 
Pinney has been transferred from the 
counter to the order department. 


C. F. Farco is now connected with 
the Sager Electrical Supply Co., Bos- 
ton, after serving the McKenney & 
Waterbury Co., of the. same city, for 
more than 20 years. 


Jack Horowitz has been added to 
the counter sales department of Gar- 
field & Elliot, New York. Irving 
Levine is an outside salesman for that 
firm. 


E. H. Frank, who for the past 20 
years ,has been connected with the 
Monarch Electric & Wire Co., Chi- 
cago, is now in the sales department 
of the Hawkins Electric Co. of that 
city. 


J. RaymMonp Curry has_ been 
added to the sales force of the Shep- 
herd Electric Co., Baltimore, Md., as 


city salesman. 
ak. ae 


Changes in Personnel 
B. B. Murpuy is a radio specialist 
in charge of Zenith radio sales at the 
Sterling Electric Co., Minneapolis. 
Mr. Murphy was formerly with the 
General Electric experimental labora- 
tories. 


BERNARD P. He tsic has joined 
Radio and Electrical Distributors, 
Inc., Newark, N. J., as treasurer and 
credit manager. 


G. W. Dyke has been promoted 


from bookkeeper to manager at the 
Electric Supply Co., Atlantic City, 
N., J. 


THE Wetherbee Electric Co., Okla- 
homa City, Okla., reports that Louis 
A. Edmonds will have charge of the 
wholesale department. 


A. F. BaLpwin, sales manager of 
the General Electric Supply Corp., 
New York, has resigned; L. J. F. 
Cullen has been appointed division 
manager of supply sales, and L. G. 
Moore, Jr., has been appointed divi- 


sion manager on appliance sales. 
or Se 


Lines Added by Wholesalers 

KricH DistriBuTING Co., Newark, 
N. J.—This house has been appointed 
New Jersey and northeastern Penn- 
sylvania distributor on ‘“Telechron” 
and “Revere” clocks. 


Hartrorp Exectric Suppty Co., 
Hartford, Conn.—The General Elec- 
tric radio will be distributed in Con- 
necticut by this company. 


SprinGc & BucKLeEy ELEctric Co., 
New Britain, Conn.—This company 
has taken on the Benjamin line and 
was appointed a distributor last 
month, 


Nassor-MICHAELS ELECTRIC SuP- 
PLY Co., Inc., Hackensack, N. J.— 
The complete Hubbell line has been 
taken on by this jobber. 


KIEFER ELECTRICAL Supply Co., 
Peoria, Ill—This company has re- 
cently taken on the “Delco” line of 
electric fans and is beginning a 
dealer campaign. 


DovusLepAy-Hitt ELectric Co., 
Washington, D. C.—‘‘Thor” electric 
washing machines and ironers have 
been added to the lines carried by 
this house. 


Tri State Exectric Co., Sioux 
Falls, S. Dak.—This concern has 
been appointed Kelvinator distributor 
for the Sioux Falls territory and 
has begun an intensive campaign on 
this new line. 


Exxiott-Lewis ELectricat Co., 
Philadelphia—This company has 
taken on the line of Pierce renew- 
able fuses and is putting forth an 
extensive drive among industrial 
plants for this business. 
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Your Dealer Doesn’t Carry Them 


Both—he loses the sale 


Over 75% of the money spent for automatic toasters is spent for Toastmaster. In 
many leading retail stores Toastmaster is the fastest selling of all electrical appli- 
ances. Wafflemaster is rapidly becoming just as popular. Here’s a case where 
the public knows what it wants and is insisting on getting it. With some products 
your dealer can switch a customer to something else. But if he doesn’t carry 
Toastmaster and Wafflemaster, the customer goes elsewhere and the dealer 


simply loses the sale. See that your dealers carry them both. 
WATERS-GENTER COMPANY 


A Division of McGraw Electrie Company 
Dept. L-7, 219 North Second Street, Minneapolis 


TOASTMASTER | WAFFLEMASTER 


MAKES WAFFLES AUTOMATICALLY 




















AUTOMATIC ELECTRIC TOASTER 









(A TOASTMASTER PRODUCT) 





(MADE UNDER STRITE PATENTS) 




















With Toastmaster, toast practically kes itself. With Wafflemaster, waffles, too, almost make themselves. 
Put in the bread, press one lever. When the toast You never have to guess whether it is ready. A tiny light 
is done, up it pops and off goes the current. Toast- tells you when to pour in the batter. And you never have 
master Toast is better toast. 1-slice Toastmaster— to look to see whether the waffle is done. The light tells 
faster than most other 2-slice toasters — makes more you when to take the waffle out. Wafflemaster is always at 
than enough toast for the average family—$12.50. the right temperature for the next waffle. It never cools off 














For greater capacity—2-slice Toastmaster—$17.50. or overheats. A useful daily convenience — $14.50. 








The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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All set to go when the photographer 
got him. M. R. McCrehen, president of 
the McCrehen Electric Co., Columbus, 
O., is taking a “pause.” 


Jobbers Active in 
Associations 
G. K. Sprinc, president of the 
Spring & Buckley Electric Co., New 
Britain, Conn., was made secretary of 
the New Britain Rotary Club. 


Ben Laric, shipping and receiving 
clerk at the Electra Supply Co., 
Poughkeepsie, N. Y., has been ap- 
pointed scoutmaster of a large group. 


THE ReQua Electrical Supply Co., 
Inc., Rochester, N. Y., announces that 
its vice-president, Howard W. Min- 
chin, was elected president of the 
Rochester Association of Credit Men 
(Wholesale). 

a 
Jobber’s Sales Activities 
3uURT-IRISH ELEc. Co., Inc., New- 
ark, N. J.—Fans and fan brackets are 
being stressed in the sales activities 
of this company. 

MONUMENTAL ELECTRICAL Sup- 
pty Co., Baltimore — Residential 
lighting fixtures and commercial units 
form the basis of the sales campaign 
conducted by this house. 


STATE ELectrIic SupPLy Co., Oak- 
land, Calif—This house reports suc- 
cessful results on its electric clock 
campaign. 


Wm. M. Fyrre, Inc., Brockton, 
Mass. — “Hamilton Beach” appli- 
ances, “Dutch Brand” tape and 
“Standard” electric ranges are all be- 
ing emphasized in this month’s sales 
activities. 


Exectric Suppry Co., Tulsa, Okla. 
—This wholesaler is beginning a cam- 
paign on “Emerson” fans. 


PENN. ELeEc’L ENGINEERING Co., 
Scranton, Pa.—The switch campaign 
put on by this firm is reported to have 
produced good results. 


Terry-Durin Co., Cedar Rapids, 
Ia——The “Motorola”’ car set cam- 
paign for “Auto Radio” is reported 
to be a “big sensation.” 

oe + 


Beg Your Pardon 

In reporting the banquet of the 
Eastern Electrical Wholesalers’ As- 
sociation it was stated that Julian 
Hawks, managing director of the 
association was in charge. As a cor- 
rection, credit must be given to the 
dinner committee which made the 
banquet such a success. This com- 
mittee was composed of the follow: 
ing: W. J. Kranzer, chairman; 
Thomas Christianson; M. Herman; 
R. Simon and J. Kurzon. 

se. 


South Bend Electric in Larger 
Quarters 
The removal to new and larger 
quarters of its warehouse and offices 
to 110-114 Western Ave., East, has 
been announced by the South Bend 
Electric Co., South Bend, Ind. 


* * * 


Hawks Devotes Full Time 


to E.E.W.A. 


Julian Hawks has disposed of his 
electrical business and July 1 began 
devoting his full time to the inter- 
ests of the Eastern Electrical Whole- 
salers Association of which he is man- 
aging director. At this time the as- 
sociation is moving into permanent 


quarters of sufficient size to accom- 
modate all mémbers at meetings and 
conferences. 41 Union Square West 
is believed to be the location selected. 
[Editor’s Note: Hawks says it is a 
hundred to one bet that this will be 


the address. ] 
a 


News from Wetherbee 
' Electric 
New storage space has been rented 
in the adjoining building by the 
Wetherbee Electric Co., Oklahoma 
City, Okla. This company also issues 
a semi-monthly bulletin featuring 
some special and commenting on con- 
ditions. 
* * x 
Greenfield Electrical at New 


Address 


The Greenfield Electrical Supply 
Corp., has moved to larger and more 
spacious quarters at 1609 Bedford 
Ave., Brooklyn, N. Y. This has 
been caused by the necessity for 
carrying larger stocks and for better 
facilities for shipments due to the 
continuous increase of lamp agency 
appointments. 

a. 


Hobb Electrical Opens 
Branch 

A branch store at 319 W. 42nd St., 
New York City, has been opened 
by the Hobb Electrical Supply, Inc., 
New York. The new branch will be 
under the management of Herman 
Solomon who has been connected 
with this firm for the past four years. 
Harold Leiberman will act as sales 
manager. 





im oe 88 


The members of the staff of the Lake Erie Power & Light Co., Sandusky, O., 
were entertained at Nela Park through arrangements made by the Allen Electric 
Co., Cleveland. The representatives are, top row, left to right: J. T. Bradley; 
W. W. Dawley; R. Nickel; E. R. Mann; C. W. Hodgson, and R. R. Lull. 
First row, left to right, are: E. R. Deemer; M. A. Gottschalk; R. N. Vogt; 


R. H. Sayles, and J. D. Gundrum. 
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Wiring Diagram for 
No. 4832X 


Above illustrative wiring 
diagram shows the method 
of connecting one side of 
No. 4832X for switch con- 
trol, leaving the other out- 
let always in circuit. This 
receptacle has Separate 
Feed and Separate Return. 


Bakelite Duplex Receptacles 
With 


This side 
of the 
Receptacle 
‘$s always 
“ON” 


Wiring Diagram for No. 4832Y 
Above wiring diagram shows method 
of wiring o. 4832Y for switch 
control on one side, leaving the 
other outlet always in circuit. This 
receptacle has Separate Feed but a 
Common Return. 


IS 731 


Separate ‘feeds for Gach Outlet 


OW you have available receptacles which permit sep- 

arate control of each outlet. In hotels, apartments, 

residences and other types of buildings, the trend is 
toward the use of floor lamps and other types of portable 
lamps, and it is desirable to have a switch control of one or 
more of these lamps so that they can be turned on, regard- 
less of location, immediately upon entering the room. These 
receptacles meet that requirement; one side can be wired 
for switch control and the other left always alive for ordinary 
use in connecting curling iron, vacuum cleaner, fan or other 
lamps, etc., with or without self contained switch control. 


No. 4832X is made with an insulating barrier in each side- 
wiring terminal, thereby providing separate feeds and separ- 
ate returns for the two outlets in the device. 

No. 4832Y is made with an insulating barrier in one side- 


wiring terminal, thereby providing separate feeds but a 
common return for the two outlets in the device. 


Ws RYANT 


SUPERIOR WIRING DEVICES 
Manutactured by 


THE BRYANT ELECTRIC COMPANY, BRIDGEPORT, CONN. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888-MANUFACTURERS OF HEMCO PRODUCTS 





BOSTON - CHICAGO 


140 Federal Street 844 West Adams Street 


- NEWYORK ;: PHILADELPHIA - SAN FRANCISCO 


60 East 42nd Street 1333 Chestnut Street 149 New Montgomery Street 


The products of this company are entered in the prize contest for this month. A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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Fred A. Vose Resigns from N.E.C.A. 


Fred A. Vose 


HERE are times when a per- 

sonality becomes so much a part 
of the position that it is difficult to 
imagine the office without the man. 
So it is in the case of Frederic P. 
Vose who has resigned as secretary 
of the National Electrical Credit As- 
sociation after a continuous service 
of 35 years. Joseph H. Lecour, the 
retiring president, framed such serv- 
ice in the following manner: “The 
presiding genius of the organization 
since 1898 and continuously since 
then in the development of the N. E. 
C. A. has been our secretary, Fred- 
eric P. Vose. This we all gratefully 
and affectionately acknowledge . . . 
The N. E. C. A. is a monument 
to him.” 

Mr. Vose was born in Chicago on 
May 4, 1870, the son of William 
Merchant Richardson and Patience 
Elizabeth (Watts) Vose. He was 
educated in the public schools of 
Evanston where he has lived since 
1873. Graduating from the Evans- 
ton Township High School in 1890, 
he was a student at Northwestern 
University from 1890 to 1892. In 
1894 he received his LL.B. from 
the Northwestern University Law 
School. He married Lucy Beatrice 
Mason of Evanston on January 30, 
1900. Mr. Vose was admitted to the 
Illinois Bar in 1893 and has since 
practiced at Chicago. 

The legal career of Frederic P. 
Vose is made up of the following 
periods : a member of Vose and Pop- 
penhusen from 1893 to 1894; prac- 


ticed alone from 1894 to 1902; a 
senior member of Vose and Page 
from 1902 to 1926; a senior member 
of Vose and Vose from 1927 to 1930, 
and a senior member of Vose and 
Lind since September 1, 1930. 

Mr. Vose was general secretary 
and counsel of the National Electri- 
cal Credit Association and Electrical 
Credit Association, Central Division, 
since 1896. He has also been editor of 
the monthly publication, The View- 
point, of the N. E. C. A., since 1915. 

He has been a member of the 
Board of Education of District No. 
76, Evanston, Ill., for 10 years and 
president of the board for five years. 
Mr. Vose is also a member of the 
American, Illinois State, and Chi- 
cago Bar Associations, and a member 
of the Commercial Law League of 
America of which he presided as 
president in 1912-13. He has been a 
contributor to law and_ technical 
journals of United States and Eng- 
land. 

Mr. Vose was a director of the 
Union League Club from 1917 to 
1920 and vice-president from 1921 to 
1922, and served on the membership 
committee from 1927 to 1929. Other 
clubs claiming him as a member are: 
University Club; Law Club; Elec- 
tric Club of Chicago, of which he 
was president 1908-10; University 
Club of Evanston, over which he pre- 
sided as president from 1913 to 
1914; Westmoreland Country Club, 
and the Annandale Golf Club, Pasa- 
dena. 

During the war, Mr. Vose was a 
member of the Bar Committees on 
Liberty Loan drives, on Red Cross 
drives, and also acted as legal ad- 
visor of the Draft Board. 

He was chairman of the Ways 
and Means Council of the Chicago 
Association of Commerce, 1918-19, 
and chairman of the Ways and 
Means Committee and presiding of- 
ficer at the weekly forum of the 
Chicago Association of Commerce, 
1919-20, and acted as chairman of 
the Executive Committee from 1922 
to 1923. 

Mr. Vose has been very active in 
religious work, acting as elder of 
the Presbyterian Church and a mem- 
ber of the Church Extension Board 
of the Chicago Presbytery since 1913. 


He has served in professional ca- 
pacity the Chicago Presbytery, the 
Illinois State Synod and the General 
Assembly of the Presbyterian Church 
of the U.S.A. He was president of 
the Presbyterian Union from 1921 to 
1923, and a member since 1923 of 
the Board of Christian Education of 
the Presbyterian Church of the 
U.S.A. He has also acted as trustee 
of the Presbyterian Theological Sem- 
inary, Chicago, and has been a mem- 
ber, since 1929, of the Commission 
on Marriage and Divorce of the 
Presbyterian Church, 

we. 


R. A. Backus Opens New 
Department 

R. A. Backus, formerly sales man- 
ager of the Hawaiian Electric Co., 
Honolulu, T. H., has resigned to 
open an electrical merchandise de- 
partment for the Von Hamm Young 
Co., Ltd., which has carried on a 
large wholesale distributing business 
in the Hawaiian Islands for the past 
35 years. H. R. Slocum, who has 
been associated with the power com- 
pany in its commercial department 
for some time, has succeeded Mr. 
Backus as sales manager for the 
Hawaiian Electric Company, accord- 
ing to announcement of J. F. Fen- 
wick, assistant general manager. 

2 4S 


General Electric Purchases 
Mountain Electric 
The business of the Mountain 
Electric Supplies Co., Pittsfield, 
Mass., has been sold to the General 
Electric Supply Co., effective May 1, 
1931. * * * 


Graybar Changes 
Gus Schwenk has been transferred 
from the Graybar house at Provi- 


dence, R. I., to take charge of the 

central Iowa territory with head- 

quarters at Des Moines. E. J. Bar- 

land goes from the Chicago territory 

to report to the Davenport house 

with headquarters at Cedar Rapids. 
..e- 


Morris Sales Joins Electric 
League 

The Edgar Morris Sales Co., 
Westinghouse refrigerator distribu- 
tor, has been admitted to member- 
ship in the Electric League of Wash- 
ington, D. C. Edgar Morris is the 
active member. Associate members 
are, G. F. Kindley, S. N. Smart, J. 
J. Boobar and N. E. Fields. 
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GENERAL 
| CABLE’S 

SERVICE 
MMTO ELECTRICAL WHOLESALERS 


Established General Cable has a definitely established policy of 
Distributor Policy complete cooperation with Electrical Distributors. 


? 








Open Price General Cable believes it can best serve its Distrib- 
Policy utors by publishing price sheets on all standard 
products. This, in effect, is a guarantee of frank 

dealings with all buyers. 


Complete Line The General Cable line of wires and cables is the 
of Products most complete in the country. It includes products 
of all types, constructions and voltages. Every item 
of bare and insulated conductors normally handled by the 
Distributor can be supplied from one single source—Gen- 

eral Cable. 


Field Engineering All General Cable offices are manned by a capable 
Representatives sales organization always ready to work with the 
Distributor on his problems. The sales staff is sup- 

ported by skilled field engineers who are quickly available 


to assist wherever unusual engineering questions may arise. 


Convenient General Cable’s District Offices are conveniently 

Offices located in order to be of greatest help to our Dis- 

tributors. Through them prompt service is assured 

from strategically located warehouses and plants in the 
important industrial sections of the country. 





Whenever you need any type of electrical wire, cable or accessory call 
the nearest District Office or address General Cable Corporation, 420 
Lexington Avenue, New York City. 














OFFICES CITIES 


GENERAL CABLE CORPORATION 


IN PRINCIPAL 
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BIG FEATURES 


bennett 
















PYRAMID ANCHI 
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FLARING 
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CHANCE ANCHORS pi 
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S|) MAKE CHANCE 








ORS EASY TO SELL 












SPRING CATCH 


os 


/ 
/ 


/ 
/ 
/ 
/ e 


HEAVY 


TELEGRAPH AUGER 


/ 


Always be sure to / 
ask your customers 
about their stock of P 
Chance Heavy Tel- 
egraph Augers. 
The most satisfac- 
tory Auger ever 
built. Equipped 2 
with special Dump 
Trip and Spring 
Catch. Cuts into | 
the ground by turu- 
ing and fills with 
earth. Empties by 
handle control. 

4, 


- —-—--— 


je 





r 





/ 


The pyramidical construction of i 
the Chance Pyramid Anchor / 


eliminates all possibility of the wedging 
portions rotating, the common failing of / 


The six flat-faced 


/ the old-fashioned circular cone shaped / 


anchor. 


sides of the 


Chance Pyramid Anchor give it 


- greater wedging area. This allows 
action of the wedging rock which holds 
\the anchor firmly in place. 


ter 


See how the six flat faces sweep 
into a perfect disking flare 


/ which gives this anchor tremendous grasp- 
/ ing power in addition to the wedging 
power of the upper flat sides. 


o 


which holds the 


Note the built-in Nut Retainer, 


anchor firmly 


at the end of the rod thereby facilitating 
easy installations. This feature also makes 
it possible to easily unscrew the rod should 
it become desirable to reclaim it at any 


time. 


Chance Pyramid Anchors are made 
of semi-steel, thereby reducing 
the possibility of breakage to a minimum 
either in handling—or under load. 

Double Asphalt dipped. 


* 


WHERE TO LOOK FOR ORDERS 
You will find a ready market for Chance Pyramid Anchors 
and all Chance Products among Central Stations, Independent 
Telephone Companies, Steam Railroads, Electric Railways, Con- 
struction Companies, Municipal Light & Power Units and 





miscellaneous organizations. 


CHANCE TWINEYE 
and THIMBLEYE 


It is easy to sell a superior product by 
simply pointing out its advantages. 


With the head forged into the shape of a 
thimble, the Chance Thimbleye and Twin- 
eye eliminate the necessity of thimbles. 
Not only reduces cost, but saves time con- 
sumed in holding a thimble while pulling 
the guy. 


Preserves the guy strand in its original 
circular form, giving it from 25% te 
33% greater tensile strength than the 
ordinary eye rod. 


Many guy rods have been pulled into 
place and then the absence of the thim- 
ble discovered, or even worse, overlooked 
entirely. With Chance Thimbleye and 
Twineye rods this is impossible. 


Chance Thimbleye and Twineye rods are 
threaded for use with patented anchors 
or dead-men. 
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J. D. Meeks Resigns from 
General Electric 
J. D. Meeks resigned as divi- 
sion auditor of the General Electric 
Supply Corp. at Indianapolis, effec- 


| 











J. D. Meeks 


tive May 1. Mr. Meeks has been 
very active in the credit field and 
has done much for the industry. He 
was president of the Indianapolis As- 
sociation of Credit Men in 1915 and 
served as chairman of the member- 
ship committee of the national or- 
ganization in 1917. Mr. Meeks also 
had three years of service as direc- 
tor on the national board. 

While acting as president of the 
Indianapolis Association of Credit 
Men, he conceived the idea of the 
need of a credit interchange and ad- 
justment bureau for Indianapolis 
and organized the present Indianapo- 
lis bureau of which he acted as first 


president. 
x * x 


B. C. Watts Celebrates 
Anniversary 
A quarter of a century in business 
in the Rocky Mountain district was 
observed by the B. C. Watts & Co., 
405-7 Fourteenth St., Denver, Colo., 


on May 21. 
a oe. 


G. E. Supply Buys Buffalo 
Houses 
The General Electric Supply Corp., 
acquired the Robertson Cataract Co. 
of Buffalo with a branch in Roches- 


ter, N. Y., also the Falls Equip- 
ment Co. of Buffalo with a branch 
in Niagara Falls. 

These houses will form the Buffalo 
division of the Lake States District 
of the General Electric Supply Corp. 
The following personnel has been 
appointed: R. D. Glennie, division 
manager; D. B. White, division man- 
ager appliance sales; A. R. Winters, 


division service manager and C, E. 
Schuster, division auditor. 

Buffalo activities will be combined 
in the building formerly occupied by 
the Robertson-Cataract Co. at 151 
W. Mohawk St. which has just been 
remodeled. The Niagara Falls house 
will be operated as a branch. The 
former Rochester branch of Robert- 
son-Cataract has been merged with 
the General Electric present Roches- 
ter house. 

* %*« * 
Open Regional Lamp 
Warehouse in Dallas 

A new regional lamp warehouse 
will be opened in Dallas, Tex., July 1, 
by the Incandescent Lamp Depart- 
ment of the General Electric Co., ac- 
cording to an announcement by W. A. 
Ruehl, traffic manager of the Nela 
Park organization. It will supply the 
territory composed of Texas, Okla- 
homa and New Mexico. W. G. Wors- 
ley, formerly of Nela Park, will be 
in charge. 

* * * 
Delinquent Accounts 

The accompanying tabulations 
show the number of delinquent ac- 
counts, the total amounts and the 
average amounts as reported to the 
National Electrical Credit Associa- 
tion by member manufacturers and 
wholesalers through its various divi- 
sions for May, 1930 and 1931. Also 
these figures are shown for first five 
months last year as compared with 
the five months just passed. 


Kurzon Incorporates 

Joseph Kurzon, New York, incor- 
porated his business June 1, with a 
capitalization of $200,000. The offi- 
cers of the company are: Joseph Kur- 
zon, president and treasurer, Mrs. 
Esther J. Kurzon, secretary. 

ee 


Walter Ferry Opens 
Own Business 

Walter Ferry, formerly divisional 
sales manager of the Westinghouse 
Electrical Supply Company, of New- 
ark, resigned from that position June 
1 to establish his own business under 
the name of the Electrical and Radio 
Distributing Corporation, 113 Or- 
chard St., Newark, N. J. 

a 


H. S. Nelson with 
Superior Electric 
H. S. Nelson has been appointed 
to the vice-presidency of the Superior 
Electric Supply Co., Chicago. Mr. 
Nelson has had 26 years of executive 
experience with the Monarch Elec- 
tric & Wire Co. 


x *k x 


Lewis Radio Is Crosley 
Distributor 

The Lewis Radio Co., Inc., whole- 
sale distributors in Philadelphia, an- 
nounces its appointment as distribu- 
tors for the Crosley radio in eastern 
Pennsylvania, southern New Jersey, 
including Mercer County and Dela- 
ware. 





COMPARATIVE STATEMENT OF PAST DUE ACCOUNTS REPORTED 
MAY 31, 1931 
NUMBER OF ACCOUNTS REPORTED 


M 
Division 1930 
New York 322 
Middle and Southern Atlantic 
States 128 
New England 
Central 


4 941 
TOTAL AMOUNTS REPORTED 
(yA 


May 
1930 1931 
$ 47,812 $23,282 


31,303 11,830 
22,929 7,538 
112,957 48,682 


Division 
New York 
Middle and Southern 
Atlantic States .. 
New England 
Central 


ay 
1931 
199 


133 
69 
540 


% % 
Increase Increase 
or 5 Months or 
Decrease 1930 1931 Decrease 
—38.2% 1649 1360 —17.5% 

929 666 


— 28.3% 

704 460 —34.7% 
4142 3178 —23.3% 
5664 —23.7% 


% % 
Increase 

or 
Decrease 
—40.1% 


—44.3% 
—60.7% 


—35. % 7424 


Increase 
or 
Decrease 


—51.3% 


—62.2% 
—67.1% 
—57. % 


5 Months 
1930 1931 
$ 285,351 $170,789 


149,717 83,377 
110,266 43,340 
582,725 290,121 —50.2% 





$215,001 $91,332 
AVERAGE 


Division 
New York 
Middle and Southern 
New England 
Central 


Atlantic States........<: 244 


—57.5% 
AMOUN 


1930 


a $587,627 —47.9% 


May 5 Months 
1931 1930 
$117 
835 


88 
800 


109 
90 689 
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‘CORDIFSS 


“The Lifetime Iron’’ 








At last! 


MAURICE RZ «on electric iron 
£9 CORG | without a cord 





nothing . Be the first in your territory to cash-in on 
: 5 the big demand for the new electric iron 
th the ' g >. that operates without a cord—““CORD- 
tw) ay ii ft al LESS— The Lifetime Iron”. . . sells on 
P eae is : sight... women immediately see its many 

advantages and buy instantly... 


Guaranteed ....... 


to heat faster 

and to hold heat 
longer than any other 
electric iron 


thermostatically controlled—cannot over- 
heat ... equipped with Chromalox heating 
unit... works on direct or alternating 
current, 25, 30, 50 and 60 cycle; furnished 
in 990 watts or 1500 watts rating 110 or 
220 volts at no increase in price... guar- 
anteed for 10 years against defective work- 
manship and materials . . . every home a 
potential sale... priced right... sub- 
stantial profit margin for you . . . write 
for attractive proposition . . . 


ENTERPRISE CORPORATION 
1158 Chatham Court, Chicago, Ill. 





Flectric... 
operates~— 


. ‘ 
‘ xe Se Bola « * 
r) fe er as RE 
| j é Se eR 
ance 
— i . ae | a ae 
~ «ee s 
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It’s Because We Have Faith in the 
Industry 


To the Editor: 

HAVE been a reader of THE 

JopBer’s SALESMAN since the first 
issue, and this is the first time I have 
ever written to you with a view to 
having the letter published. And 
since I am not a publicity seeker and 
only wish to pay the magazine a sin- 
cere compliment will ask that you 
refrain from using my name if it is 
published. 

There is a word I wish to say re- 
garding “THE JOBBER’S SALESMAN 
Plan.” This plan I presume has been 
laid before every electrical whole- 
saler and probably all of the electrical 
manufacturers. And, further, I hear 
that it is being brought to the atten- 
tion of groups through lectures by 
your representatives. 

Now, I have read every word of 
the plan and it needs no word from 
me to enhance its importance to our 
electrical jobbing industry. Every 
one of us connected in any way with 
the electrical wholesaling business 
should be able in a glance to recog- 
nize that in this plan certain funda- 
mentals and rules of procedure have 
been laid down that if understood 
and followed through upon may well 
mean the salvation of the independ- 
ent wholesaler. 

But there is one angle to the plan 
I fear a great many are going to 
overlook. If you will excuse the ex- 
pression, it’s the guts that your mag- 
azine has displayed in promoting the 
plan at this time. Anyone who stops 
to think will realize that it costs 
money to gather, compile and_ boil 
down the statistics of a whole in- 
dustry and of the industries depend- 
ent upon it. It costs money to print 
scores of pages in every issue on such 
a plan as you have been doing since 
the first of the year. It costs money 
to get out the kind of printed 
presentation such as I have seen. 
Money and more money is needed 
to hire a_ special merchandising 
counsellor and send him on a na- 
tion-wide tour as stated in your 
April issue, to say nothing of the 
time spent by many others in your 
organization who must have been in 
on it. I emphasize “money” because 
that is something that the majority 
of business organizations have been 
hanging onto for the last year and 
a half. It would have been just as 


easy for you as for the rest to just 
“sit tight” and not let go of any- 
thing but a few growls. And I know 
the temptation must have been there, 
for it takes no great powers of ob- 
servation to note that your book has 
been thinner in advertising than cus- 
tomar¥, as has been the case with 
all magazines I have been reading in 
the past six months. 

But you had an idea for the bet- 
terment of conditions in the industry 
which you represent, and you are 
going ahead now and carrying it out 
regardless of the fact that it will 
bring the figures on your books that 
much nearer to going over into what 
seems to have become almost the 
“National Color”. 

If there is any such thing as re- 
ward for courage on the part of a 
publisher you ought to get yours for 
you have done something that will 
help build business during this crit- 
ical year. 

Very truly yours, 
A regular Reader 
* %*« * 


O. K. Electric Reports 
Good Business 
“We had the best May business in 
five years,” is the report of the O.K. 
Elec. Supply Co., Perth Amboy, N. J. 


Convention Hears Utility 
Views on Merchandising 


(Continued from Page 7) 


Mr. Boynton urged the whole- 
saler to adopt a checking or control 
system for his lamp shipments be- 
cause it is just as important to con- 
trol these as to check cash and ware- 
house receipts. Copies of suggested 
letters to salesmen and warehouse 
men to emphasize the importance of 
this matter were distributed. 

A “Progress Report of the Domes- 
tic Lighting. Committee of the N. E. 
L. A.” was presented by Freeman 
Barnes of the National Lamp Works, 
Although electric light has now been 
available in the home for 51 years, 
Mr. Barnes pointed out that up to 
this time there had never been a real 
effort on the part of the electrical 
industry to improve home lighting. 
The program of the Domestic Light- 
ing Committee is a five-year plan. It 
calls first, for the formation of a 
sponsoring committee composed of 
men who are leaders in the central 
station industry, next for the ap- 
pointment of state representatives 
throughout the country. The third 
step in the plan is to have the utili- 
ties establish home lighting depart- 
ments and include home lighting as 
a definite part of their regular sales 
promotion program. Lamp manufac- 
turers will tie in with national ad- 
vertising on home lighting. 





Snapped here and there at Hot Springs. 


Left to right: Leo Mockenhaupt, 


western manager, Harvey Hubbell, Chicago; P. D. Briggs and George Breidert, 
Ilg Electric Ventilating Co., Chicago; Max Van Cleef, Van Cleef Brothers, Chi- 
cago; Mrs. Fred S. Baldwin and Miss Jane Freas, Syracuse; Julian Hawks of 


New York City. 
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Better 
Thought- 


Better 
roduct- 


etter 
ales 


Good selling requires thought —the best thought you 
can give it.-It also requires a good product — one that 
helps sell itself and keeps itself sold. 


An €f Panelboard is that kind of a product —all you 
need to create good sales for yourself is to study the 
simple method required to sell it. Usu- 
ally the order for the staples comes with 
the panelboard order. 


Write now for an @& Catalog and full details 


Frank Adam 


ELECTRIC COMPANY 








ST. LOUIS 

a _ ae Ohio Memphis, Tenn. a trate San Francisco, Calif. Winnipeg, Man., Can. 
L. Cro Schurig, C. B. Rutledge, W. Knoer Lee Van Atta, Amalgamated Elec. 
64 Shon St. N. W. 165. E. Pear! St. 203 Monroe Ave. 708 Lake Adair Blvd. 340 Fremont St. Co., Ltd., 

, 677 Notre Dame Ave. 

Baltimore, Md Ce’, Ser sar Pg” ges — Seattle, Wash. . 

a ’ ° Frank Reske, POG Philadelphia, Pa. R. E. Dryer, 
olfe-Mann Mfg. Co. 684 The Arcade rE W. A. MacAvoy, Jr. 91 Connecticut St. Calgary, Alberta 
312 S. Hanover St 422 Builders PE. Bldg. £ 2 
. Dallas, Texas 244 North 10th St. Tulsa, Okla Amalgamated Elec. 
ene = ’ : Corp. 

Boston, Mass, R. S. Wakefield, New Orleans, La. P. E. Ebersole, 1301 11th Ave., East 
J. J. Cassidy, 1814 Allen Bidg. 303 Non ches Bide Pittsburgh, Pa. 214 S. Victor St. are 
231 Congress St. ae Magazine&Natchez Sts. a Jr., Toronto, Can. Hamilton, Ont. 

“ae a se | |—l R. E. Thomas, Angeiangnaie? Mise os 

aiph i. Jones, Kansas City, Mo. Fred G. Kraut, es. Mgr Gen. Sales Office, Th hy 
137 Saranac Ave. Rater a 419 W, S4th St., P. O. Box 1349 372 Pape Ave., 18 Mary St. 
3 se” New York City 

Chicago; II. ID B. 14th Se. Vancouver, Can. Montreal, Can. 

Major Equipment Co., ~~ Angeies, Calif. Omaha, Nebr. ae * Louis, Mo. Amalgamated Elec. Amalgamated Elec. 
’ : nc., Zinsmeyer, B. J. Fleming, H. Rottman, Co., Ltd., Co., Ltd., 
4603 Fullerton Ave. 1i27 S. Wall St. 213 S. 12th St. 5650 Windsor Place Granville Island 1006 Mountain St 


Bess, 








The products of this company are entered in the prize contest for this month. A $25 





prize will be awarded the salesman selling the greatest quantity during the month. 
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The selling sensation 


* of the year ; + 





STAR-Rite 


MAGIC 
MAID 


MIXER — BEATER — 
JUICE EXTRACTOR 


5192 


RETAIL 


$19.95 in Denver and West 
Coast. In Canada $22.50. 


Here’s an item you can make 
real money on...and the best way 
to make the most money is to carry 
it right along with you. The Magic 
Maid is well known to most dealers. 
It is heavily advertised to them, 
not only nationally, but in their 
trade papers. And many of them 
have heard how tremendously the 
Magic Maid is selling all over the 
country. Our records show that a 
dealer in Buffalo, N. Y. recently 
bought 20 and sold 18 . . . in 
Paterson, N. J. bought 22 and sold 
22...in Reading, Pa. bought 10 
and sold 10 in Macon, Ga. 
bought 10 and sold 9. 

Walk right in on them with the 
Magic Maid itself. Let them see 
it and get a first-hand feeling for 
it. Then tell them the really big 
story of the Magic Maid’s record - 
breaking sales. Write to us today 
for full story with all merchandis- 


ing particulars, including list of 


spectacular store sales records. 


The Fitzgerald Mfg. Company 


Torrington, Conn. 


The Canadian Fitzgerald Mfg. Co., Toronto, Canada 





Feature the 
Magic Maid 
during the special 


July campaign -.-. 
4 
Ask your Sales 


Manager today 


for complete details 


4 


The Fitzgerald Mfg. Company, Dept. 7-M. Torrington, Conn. 


Gentlemen: Kindly send me full information on the Magic Maid 


with details of sales methods and sales helps. 


Name 





Address 








As the complete report of the 
committee on budgetary control will 
not be ready for a few months, Ar- 
thur Lazarus, consultant, Metropoli- 
tan Life Insurance Co., limited his 
remarks to a few fundamentals. 

“Today we are facing the prob- 
lem of controlling production in line 
with distribution,” said Mr. Lazarus. 
“While manufacturers and chain 
stores both have national associa- 
tions, each representing its entire in- 
dustry, there exists no single agency 
representative of the wholesale in- 
dustry which can speak with author- 
ity on the function of the distributor 
and which represents the capital em- 
ployed in distribution. Has the time 
come for the formation of such a na- 
tional association of wholesalers in 
all fields? 

“Budgetary control involves ex- 
pense, investment and finances and 
merchandise. The electrical whole- 
saler should budget his expenses by 
major operating expenses by months 
based on gross profit. A fair return 
of 10 per cent to 15 per cent on capi- 
tal employed should be provided for. 
In the average house from 1 to 2% 
per cent can be saved on expenses 
without reducing salaries. Much can 
be accomplished by looking to the 
relatively small items for unneces- 
sary expense.” 

It is expected that a complete re- 
port will be made at the November 
convention. 


COMMITTEE REPORTS 


Report of Betterment Committee, 
presented by H. O. Smith. It was 
voted that the former standing com- 
mittees be replaced by nine new com- 
mittees: radio, refrigeration, house- 
hold appliances, outside construction 
material, inside construction material, 
lamps, lighting, apparatus and oper- 
ating. 

Report of Radio Committee, pre- 
sented by L. E. Latham. Several 
recommendations were offered to the 
Association : 

Dealers should sell and advertise 
all sets complete with tubes. 

Dealers should not sell midget sets 
in large cabinets. 

Both dealers and _ distributors 
should make weekly reports of set 
sales. 

Distributors should place firm or- 
ders with manufacturers for only 30 
days in advance but should furnish 
manufacturers with estimates of 
sales for a 60-day period. 


SS a emcee eh i cn CSOE 


* 








The »vroducts of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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the 


Blue Book 
be 


your 
stepping 
stone 

to success 
in the 


JULY 
SALES 
CONTEST 


There's Real 
Money in it! 


DEALERS 
can make 


HOT 


WEATHER 
PROFITS 





V 


BLUE BOOK SHOWS HOW... . 


T’S easy for dealers to 


WRITE FOR A 


samples of folders, cards, 


sell electric ventilating COPY TODAY surveys, envelope stuffers 


equipment now when 

they have a plan. That is why we 
invite you to write at once for the 
American Blower Sales and Advertis- 
ing Blue Book. It contains everything 
a dealer needs to set himself up as 
electric ventilation headquarters in 
his territory. It shows him where and 
how to make sales. It pictures markets, 
sales helps, technical bulletins, news- 
paper advertisements, etc. It contains 


—as complete and effec- 
tive an assortment of direct mail 
literature as has ever been offered 
in the electric ventilation business. 
And what is more, all this literature 
is specially printed — with the electri- 
cal contractor’s or dealer’s own address 
and message. There isn’t a minute 
to lose. The hotter the weather, the 
hotter your dealers’ prospects! Send the 
coupon at once. 








VENTILATING, HEATING, AIR CONDITIONING, DRYING, MECHANICAL DRAFT 


American Rlower 





MANUFACTURERS OF ALL TYPES OF a:A Dw anoune EQUIPMENT SINCE 1001 


- = 2 YF © 


AMERICAN BLOWER CORPORATION, 6000 Russell Street, Detroit, Michigan 
I am interested in receiving a copy of your Blue Book. 


Name 


Firm Name 








Street and Number City. 





The products of this company are entered in the prize contest for this month A $25 


prize will be awarded the salesman selling the greatest quantity during the month 
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UST AS SMOOTH INSIDE 
AS A GLASS TUBE 


WPS ELL GS 5 ee 














| . — 





The smooth, glass-like enameled 
inner surface of Fretz-Moon Con- 
duit is clear and free from rough 
edges or burrs—a fast raceway 
that fishes easily and materially 
reduces installation time in wiring. 


Sharp, clean, accurate, threads 
simplify fitting; increased ductil- 
ity and absolute uniformity make 
any needed bend easy without 
cracking or chipping the enamel, 
scaling the galvanizing or open- 
ing at the weld. 


Fretz-Moon Conduit is available 
in three brands. ENAMELITE 
—black enameled inside and out; 
ELECTRO-GALVITE—enameled 
inside and electro-galvanized 
outside; HOT DIPPED GAL- 
VITE—heavily galvanized both 
inside and out with a baked-on 
enamel coating over the galvan- 
ized inside surface. A brand for 
every set of conditions. 


Fretz-Moon Conduit is your 
assurance of a good job, quickly 
and at low cost. 


FRETZ-MOON TUBE CO., INc. 
BUTLER, PENNA. 


TRETZ-MOON 


RIGID CONDUIT 





Here are H. R. Johnson and L. H. 
Smith of the Fox Electric Supply Co., 
Inc., Elgin, Ill. Both of these fellows 
do a good job of inside sales and service. 





The committee also pointed out 
some important trends in the radio 
industry : 

Radio dealers and wholesalers are 
adding refrigeration and appliance 
lines. While this means new dealer 
outlets for the electrical wholesaler 
it also means increased competition 
from radio wholesalers. 


FREE LANCE MEETING 

At this meeting E. T. Rowland 
was requested to present his chart 
talk on THE JoBBER’S SALESMAN’S 
Plan. The meeting was open to all 
wholesalers and manufacturers and 
again the Plan received the hearty 
endorsement of those present. Re- 
gret was expressed by several whole- 
salers that this talk was developed 
by THE JoBBER’s SALESMAN too late 
to receive a place on the regular pro- 
gram of the convention. 

In the golf tournament, H. N. 
Goodell, Graybar, Kansas City and 
J. B. Dunn, Tower Binford Co., 
Richmond, Va., tied for the Curtis 
Lighting Trophy. The- tie was 
matched off and won by Goodell. 

Howard Ehrlich of THE JoBBER’s 
SALESMAN won the prize for low 
gross in the manufacturers’ tourna- 
ment. 

The ladies’ putting contest was 
won by Mrs. C. Frank with Mrs. W. 
D. Hawk taking second prize. 

First prize in the “Lost Volt” con- 
test went to M. W. Nichols, second 
prize to Frank R. Elliott and third 
prize to H. J. Baker. 

The fall convention will be held in 
Cincinnati, November 9 to 13, 1931. 
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A vital factor in production. Shut downs 


are costly and the loss of production can 


PURER Rania pat peste >, 






easily far exceed the cost of the protecting 





equipment. 
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When your plant is equipped with COLT- 
NOARK NUBLADE switches shut downs 


are reduced to a minimum. 
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The unit block construction allows the removal and replacement of any 
pole without taking the box from the wall or breaking the pipe connec- 


tions. This means a real time saving in making replacements. 








Smaller boxes with more than generous 


wiring room is a feature not to be over- 


looked. 


Completely described and listed in Catalog 
“F", ~~ May we send you a copy. Also, 
an interesting publication, “The Rampant 


Colt,” will be mailed on request. 
































ELECTRICAL DIVISION 
Established 1836 3 Electrical Division 1886 


HARTFORD, CONN., U. S. A. 


BOSTON CHICAGO NEW YORK PHILADELPHIA SAN FRANCISCO 
M-9-31 


re) COLT’S PATENT FIRE ARMS MFG. Co. @ 





The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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Radio Wholesalers Association, Inc. 


Robert Himmel, 
Chicago 


Louis Buehn, Pres. 


Philadelphia 


James Aitken, Vice-Pres. 


Toledo Cleveland 


David Goldman, Vice-Pres. 


New York 


Treas. 


Howard Shartle, 


RADIO 
W/HOLESALERS 


Sec. SSOCIATION 


Harry Alter 
Chairman of Board 
Chicago 


David Trilling, Vice-Pres. 
Philadelphia 


H. G. Erstrom 
Executive Vice-Pres. 


Fred Wiebe, Vice-Pres. 
St. 


H. E. Richardson, Vice-Pres. 
Chicago 


Louis 


Chicago 


A. A. Schneiderhahn, Vice-Pres. 
Des Moines 


The information on this and the following pages has been prepared by 


H. G. Erstrom, Executive Vice-President, by Authorization of the Board 


of Directors of the Radio Wholesalers Association on June 5, 1929. 


25,000 Attend Trade Show 


HE seventh annual RMA con- 
vention and the fifth annual 
trade show were held at the 
Hotel Stevens, Chicago, June 8 to 
12, together with meetings of the 
NFRA and RWA. 


Tube Conference 


A conference was held between the 
RWA tube committee and executives 
of leading tube manufacturers to dis- 
cuss the subject of handling radio 
tubes at a profit. It was stated that 
the policy of pricing radio sets com- 
plete with tubes had been adopted by 
practically every manufacturer since 
the February Convention of the 
RWA. The various policies now in 
effect by the tube manufacturers 
were discussed and the executives 
present felt that they should contact 
each other more frequently. Hence a 
committee is being appointed consist- 
ing of three manufacturers and three 
wholesalers who will meet at regular 
intervals for a discussion of tube 
policies. The personnel of this com- 
mittee will be announced shortly. 
This should prove a most important 
step as it is the first time that radio 
wholesalers and tube manufacturers 
have adopted a policy of regular 
contact. 


Better Advertising Needed 

Speaking before the NMA, Presi- 
dent Morris Metcalf said, “Radio 
advertising, speaking generally, has 
been weak and futile. Ninety per 
cent of it has been a jumble of tech- 
nical phrases, catch words and super- 
latives. 

“Tt has been estimated that the 





New Officers of RMA 


President, 
J. Clark Coit, U. S. Radio 
& Television Corp. 
Vice Presidents, 
A. S. Wells, Gulbranson Co. 


Fred D. Williams, National 
Carbon Co. 


N. P. Bloom, Adler Mfg. 
Co. 


Treasurer, 
Leslie F. Muter, Muter Co. 











radio industry spends approximately 
$30,000,000 annually advertising its 
products. Possibly $100,000,000 has 
been spent in five vears. I venture to 
say that half this amount spent col- 
lectively in an instructive and educa- 
tional manner, and without competi- 
tive selling arguments, would have 
doubled the saies of radio sets and 
scrapped two-thirds of the 5,000,000 


obsolete sets now in existence.” 


Responsibility of the Wholesaler 


Dr. Julius Klein, Assistant Secre- 
tary of Commerce, in his address 
stated that “Overproduction is one 
of the troubles that have beset you 
most severely. Study your markets, 
get them in hand, and know some- 
thing about what they are going to 
absorb before you send a model into 
heavy production. 

“The wholesalers are not excepted 
in the general need of cooperation, 
though their problems are different. 
They are mediators between two 
groups, the manufacturer and the 
retailer, having many diametrically 


opposed interests. They are often 
forced to cooperate in two different 
directions. Each wholesaler knows 
his area, what it will buy voluntarily 
and what can be sold to it. He has 
in this a knowledge that is indispen- 
sible to the manufacturer, and he has 
the means of putting that knowledge 
to work. The very idea of whole- 
saling is service cooperation. But 
that does not mean that the whole- 
saler is thereby relieved of responsi- 
bility for greater cooperation. It 
does not mean that he cooperates 
just because he is a wholesaler. One 
of the fields in which he has yet a 
great opportunity is the assistance he 
can give the manufacturer in sugges- 
tions for sales promotion programs. 

“Your industry rendered invalu- 
able assistance in the great task of 
lifting American business out of the 
post-war collapse. You’ can again 
render an equal service in the present 
depression by conserving fully the 
great assets of vigor and resourceful- 
ness which are so conspicuous in this 
young giant in the business world. 
Our recovery, which happily is al- 
ready definitely under way, can be 
most helpfully accelerated by any 
measures which you take to put your 
trading and production practices in 
the best of good order. The enor- 
mous savings and capital reserves of 
this nation have not been seriously 
impaired. They await the stimulus 
of skillfully directed resourceful 
salesmanship. In this field the radio 
industry should by very reason of its 
youth, its lack of impediments in the 
shape of archaic traditions, be in a 
position to assume outstanding lead- 
ership in our march out of the abyss.” 
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RADIOwoELECTRICAL 
EXPOSITIONS 


IN NEW YORK Anp CHICAGO 
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OR the past ten years these widely advertised and standing advertising and merchandising events, enabling 

publicised expositions have been consistently suc- manufacturers to display and demonstrate their products 
cessful both from the standpoint of trade and consumer to the trade and public of the two richest and most 
attendance and in volume of orders written by the important market centers in the country. 


exhibiting manufacturers. 


Since jobbers and dealers are selling both radio and house- 


These shows are recognized by the manufacturer, the hold electrical apparatus, our audiences are receptive to 


trade, and the consumer alike as authoritative and out- and interested in displays of all home electrical appliances. 


DEMONSTRATION SELLS APPLIANCES 





10th Annual Chicago Radio Show 
and Electrical Exposition 
facturers, by actual demonstrations of their prod- Coliseum, Chicago, Oct. 19 to 25 


These shows are vast market places in which manu- 

















ucts create consumer interest and stimulate sales to 
the trade. Every household electrical appliance can 
be profitably shown at these two expositions. 

Exhibition space rates are most reasonable. For 
floor plans and full particulars write or wire. 


KADIO WORLD’S FAIR & ELECTRICAL a0 i hay 
a= =p: “rhs 


EXPOSITION 
1904 Times Building, New York City 


CHicaco Rapio SHOW & ELECTRICAL 
EXPOSITION ; =} 
127 N. Dearborn Street, Chicago, Illinois Ti = Teke 


HE GETS THE BUSINESS WHO GETS AFTER IT! 
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Buehn Discusses Production and 
Advertising 
I of importance to the radio indus- 
try, production and advertising. 
should I say over-production, it has 
been estimated that the probable sale 
several years will be about three and 
one-half million per year, and that 
manufacturers aggregate a potential 
output of fifteen million sets, pro- 
days in the year. Even with 50% 
production, available sets would be 
able sale and this wide difference be- 
tween production and sales is the 
attention by the best minds in the 
business. Until this problem is solved, 
for any improvement in sales condi- 
tions. 
stantly a surplus supply of merchan- 
dise at bargain prices. This makes 
and distributors who operate under 
a controlled production plan to sell 
price to make the business worth- 
while. 
fallen by the wayside, but the failure 
of such companies apparently did 
they operated and it has been possi- 
ble to buy the assets of such defunct 
little new capital and start all over 
again. Proper control of these li- 
should provide for cancellation when- 
ever a failure is made and to this 
peting concerns. 
Another remedy might be for man- 
as only one of their many products 
to analyze the results of their effort 


WISH to discuss two subjects 

In considering production, or 
of radio sets for this and the next 
production facilities of present day 
vided they operate for three hundred 
more than twice the estimated prob- 
problem that must be given earnest 
or at least controlled, we cannot hope 
It is the direct cause of having con- 

it impossible for such manufacturers 
enough merchandise at regular list 
Many manufacturers of radio have 
not cancel the license under which 
concerns, including the license, add a 
cense agreements, it seems to me, 
extent reduce the number of com- 
ufacturing concerns who have radio 
in this particular field and, in the 


$ figet eg: Hag eee SF, 


nies 


% : 


J. Clark Coit, President, RMA. 


event of no profit, or actual loss, to 
give serious consideration to with- 
drawing from an unprofitable field 
and voluntarily cancelling their li- 
censes. 

It is high time that some corrective 
measures be instituted. As a matter 
of self-preservation, something will 
have to be done and at once if this 
business is to be preserved. 


OW as to advertising, it is my 
4 ‘ intention simply to treat one 
phase of its application very briefly. 
Although radio, as an industry, has 
spent immense sums of money for 
advertising, there has been a lack of 
cooperative effort to promote the value 
of radio as a means to provide amuse- 
ment, entertainment, education, re- 
ligion, and a host of other subjects 
to the public virtually without ex- 
pense after the radio has been pur- 
chased. The paramount appeal of 
radio advertising, particularly in the 
newspapers, has been price. This kind 
of advertising has been anything but 
helpful in stabilizing an industry that 
has suffered so intensely from over- 
production. 
It should be a comparatively easy 
matter for the Radio Manufacturers’ 
Association members, who are largely 


responsible for what advertising ex- 
penditures are made, to evolve a plan 
whereby radio can be advertised as 
an institution and a desire created 
in the heart of the buying public for 
ownership of modern radio receivers. 

While I do not believe that news- 
papers as a whole would dare omit 
radio programs from their columns, 
nevertheless I think a great improve- 


-ment could be made in publishing 


weekly programs in a magazine that 
has national coverage. Radio pro- 
grams as published by the news- 
papers, in my opinion, lack the neces- 
sary information to make them inter- 
esting reading. Publicity should be 
given to the artist, to the orchestra 
and the headliners that appear from 
time to time in special broadcasts. 
Many events of outstanding impor- 
tance occur which are broadcast but 
little or no publicity is given to the 
event until too late to be of any value. 


I believe it might be feasible to 
interest a weekly magazine with na- 
tional distribution in publishing out- 
standing programs for the ensuing 
week as a news item and to compen- 
sate them by buying a page of adver- 
tising each week, which would be for 
the primary purpose of exploiting the 
value of radio in the home. 

Publishing programs would un- 
doubtedly make such a magazine a 
veritable reference library and would 
probably be a means of largely in- 
creasing circulation. 

Failing in this, it would probably 
be possible to develop an exclusive 
radio magazine using the programs 
as a nucleus and publishing such in- 
teresting items of information re- 
garding the artists as may be avail- 
able. 


I am quite sure the public would 
be greatly interested in such news 
and that distributors and dealers in 
radio would cooperate in the distri- 
bution of such magazines. I further 
believe that it could be made self- 
supporting and hope that something 
will be done along this line. 


RMA Reception Committee Welcomes Cincinnati, New York and St. Louis Delegations. 
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Exceptional Offer 


for Progressive 


Radio Dealers... 


up-ro-pate LF EST BOARD 


Records Prove it often DOUBLES and TRIPLES Tube 
Sales; Brings New Customers into your Store; Creates 
Live Prospects for Radio Sets as well as Tubes; Estab- 
lishes your Store as the Local Radio Headquarters. 


Here is the latest and best way of boosting 
your tube sales and bringing new pep to your 
business every month in the year—an accu- 
rate and easily operated TUBE TEST 
BOARD that clearly shows the difference 
between fresh and weak tubes. 


A Sure-Fire Sales Builder 


Radio dealers who have installed this Test 
Board and used the simplified sales plan we 
furnish with it, report remarkable results. 
They have learmed that a list of old customers 
can be turned into a gold mine of new tube 
profits. They have secured dozens of new 
customers at small expense and turned many 
of these into radio set buyers. They have 
established their stores as the radio center of 
their community—the place to get expert 
radio service at no extra cost. 
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These vital advantages are the result of test- 
ing tubes, free of charge, in a manner that 
is easily understood, obviously correct, and 
convincing to any radio set owner. 


Get This Test Board Now 


Testing equipment such as this is often 
sold at $150.00 to $200.00, or more. Yet 
Arcturus now helps any progressive radio 
dealer get a Test Board, and many Arcturus 
jobbers have a plan enabling dealers to earn 
one by tube purchases. You can have one of 
these business-building Tube Testers work- 
ing for you next week, bringing you new 
business and extra profits. 

Naturally we can furnish these Test 
Boards to a limited number of dealers 
only. If you want one, ACT TODAY. 

Tear out this coupon now, and 


send it to us with your business , 
letterhead. It will bring you yA ‘ar’ 
all the facts about the 0 ¥ <° 
most profitable selling 0 s & 
help you have ever yd cl pad 

: e* Ps, ve 
had in your store. 7 Sal S 

? aS Sf 

Arcturus Radio 0 ea , 
Tube Co. y S o Fs 


Newark,N J. 


“The TUBE with the LIFELIKE Tone” wae 4 YY ZY 





CLIP and MAIL this COUPON NOW! 
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MURRAY 


mark Tt ¥ “ES a OR sO 


RANGE INSTALLATION EQUIPMENT 
TYPES FOR ALL REQUIREMENTS 








Metal Meterboard 


Cat. No. 787 Cat. No. 4904 


Combination shown on left consists of 60 ampere accessible 
main fuse switch with testing facilities and a cabinet with 
range fuses and four 30 ampere circuits. Range fuse clips made 
with fuse ejectors. 


CASH-IN ON EXTENSIVE RANGE INSTALLATIONS! 


METROPOLITAN 
DEVICE CORPORATION 


1250 ATLANTIC AVENUE 
BROOKLYN: NEW YORK 





Budgetary Control Reduces 
Operating Costs 
(Continued from page 15) 


second floor but customers are not 
required to pay a service charge for 
use of this room. 

Eighty per cent of the employees 
participate in a $20,000 group insur- 
ance policy. Seventy-five per cent of 
the premiums are paid by the com- 
pany, 25 per cent by the employees. 
The company does not carry insur- 
ance on its executives. 

In industrial plants not only the 
purchasing agent but also the plant 
superintendent, plant engineer, and 
the electrician or electrical engineer 
are contacted. Advice is given on ap- 
plications of equipment, especially 
motors and control, and on wiring 
layouts. On all supply items an en- 
deavor is made to have the indus- 
trial’s engineering department assign 
a part number to each item so that 
repeat business will be automatically 
secured. 


Practically all industrial accounts 
discount their bills as against only 
5 per cent of the contractor accounts. 
The balance of the contractors take 
60 days. The credit manager makes 
personal calls on delinquent accounts 
and all accounts are reported to the 
local credit association after 90 days. 


This house does not keep a per- 
petual inventory. However, a card 
record of each stock item is kept 
showing purchases and costs only. 
The man in charge of the warehouse 
watches the stock and re-orders on 
a purchase requisition form. As back 
orders average only 1 per cent, it 
would appear that this method is 
more economical than a perpetual in- 
ventory system for a house of this 
size. 


As sales tickets are not numbered 
serially, and as there is no office copy 
made out which could be matched 
against the original, there is no check 
to prevent loss of an order or fail- 
ure to invoice a shipment. The man- 
agement is fully aware of this situa- 
tion but believes that any losses in 
billing due to lost sales tickets is 
more than offset by the savings 
effected by this simplified order sys- 
tem. It would seem probable, how- 
ever, that one or two lost orders 
would amount to as much, if not 
more, than the expense involved in 
making an office copy of each ticket 
and matching it against the original 
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| H & H 2-circuit 


OUTLETS for the 4 
show 


pert £ 
of i 4 Ou fr y | 
WITINS J 


Jobs 








































TWO circuits provide for 
a single control of al/ the 





lamps in a living room. At 
the same time provide an 













“\ = open circuit for plugging-in 





various appliances. 


A switch may control ONE 
circuit in ALL receptacles. So 


lt AA RS I ca 


all the plugged-in lamps in a 

room go “ON” or “OFF” at a 

touch. Saves all the nuisance 

of plugging-in one lamp after 

another and turning off one at 
a time, 







Separate fuses are used for each 













of the circuits .. ..15 Amperes 
to the circuit. Allows TWO heavy 
loads from each receptacle; pre- 





Cat. No. 
1915 





vents blowing of fuses. 


These features make the 2-circuit 
outlet the real CONVENIENCE outlet 


for modern residences . . . Push 
them to your advantage in the July ." 


Sales Contest! 



















NEW NUMBERS :: : 


No. 1915 has two feeds and two returns. No. 
1914 has two feeds and one return. Jaws grip 
either tandem or parallel-blade plugs. Finding 
Grooves save fuss and bother of groping around 
with attachment plugs to find slots in receptacle. 
Entire unit is moisture-proof; no absorption to cause 
trouble on concrete jobs or in damp places. All Lustrous 
BAKELITE— back, body and face. » » » » 


| HART & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. 
HARTFORD, CONN. MAKERS OF ELECTRIC SWITCHES SINCE 1890 









sy Alan 


The products t this company are entered in the prize contest for this month. A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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way> 


i 
call for FANS- 


Urge your dealers to display Signal fans . . 

answer the customer’s wish, “I’d give anything to be cooler—”. People will 
be comfortable . . . a constant display of Signal fans during hot July days 
will increase your dealers’ fan sales. . . 


eft. 
WT 


A beautiful, attractive window display free to dealers. See that your 
dealers are supplied. Then be sure your Signal Fan line is complete . . . so 
that you’ll be able to meet all calls for Signal Fans. Dealers are being urged 
to see their jobbers for complete stocks. 


is Complete 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


NUFACTURERS 








Samuel Weinstein, partner in the City 
Electric Company, Syracuse, N. Y. has 
his desk next to the window. We pre- 
dict he will have a fine coat of tan this 
summer—on one side of his face. 





copy to prevent loss of an order. 
While the study of this house 
failed to reveal any sales methods 
worthy of special comment and dis- 
closed a very large number of dupli- 
cate lines carried, it did bring out 
two activities which could well be 
followed by all electrical wholesalers, 
first, a budgetary control system and, 
second, a full line of tools carried 


in stock. 
* * x 


How a Firm Policy Reduces 
Our Losses 


(Continued from page 13) 


we would lose his business. On 
the contrary he has not complained 
and we continue to get orders from 
him. If we will only call the custom- 
er’s attention to the added expense on 
such calls, and the small profit which 
we make, it usually will be found 
necessary to mention it only once and 
it will not harm our dealer relations. 

We must realize, of course, that 
the customers of any business repre- 
sent the power behind the throne. It 
is his consent that closes the sale; his 
activity and progressiveness that cre- 
ates the channel of distribution of a 
line or product. His attitude toward 
the house helps to determine the util- 
ity or resale value of its goods; his 
money pays the bills, salaries and 
running expenses; his patronage 
makes possible whatever profits or 
surplus there may be at the end of 
the year, and his good will and sat- 
isfaction are necessary to the perma- 
nent success and growth of a busi- 
ness. Therefore, the opinions and 
wishes of a customer must have 
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Possessing all the 
advantages of the 
SQUARE D Standard 
Type Safety Panelboard, with the additional features of a 
box only 6 inches deep for either flush or surface 
mounting. 





The surface mounted cabinet is supplied complete with cover 
and trims; the interior may be ordered separately. Cabinet, 
trim and interior may be ordered individually or together 
for flush type assemblies. 


The flush type trims are adjustable and are equipped with 
self-indicating trim clamps, similar to those which have 
proved so popular on SQUARE D Lighting Panelboards. 


SQU 


ELECTRICAL 


Affiliated with 
DIAMOND ELECTRICAL MFG. 
co. tT. 


Los Angeles San Francisco 





SQUARE D COMPANY, CANADA, 
LTD., WALKERVILLE, ONTARIO 


Toronto Montreal 
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FE he 










The products of this company are entered in the prize contest for this month. 
prize will be awarded the salesman selling the greatest quantity during the month. 


Re leone ie - . PE LOT 7 


se 


\ SQUARE D SHALLOW TYPE 
POWER PANELBOARD 


The twin units are interchangeable between 30 and 60 
amperes, 125-250 volts, while the single units are made to 
accommodate 30,60 or 100-ampere, 125-250-volt, fuse clips. 
The units are interchangeable in all Shallow Type cabinets. 


The new SQUARE D Shallow Type Safety Panelboard offers 
a particular advantage where it is desired to combine light- 
ing panelboard sections with safety power panelboard units 
in one cabinet, for gasoline service stations and similar 
installations. 


Call the nearest SQUARE D branch office for your copy of 
Bulletin CA505-A describing this new SQUARE D product, or 
write for it directly to the SWITCH & PANEL DIVISION, 
SQUARE D COMPANY, 6060 RIVARD ST., DETROIT, MICH. 






Factories at 
DETROIT, MICHIGAN, MILWAU- 
KEE, WISCONSIN, AND _ PERU, 
INDIANA 








SQUARE D COMPANY 
OF TEXAS 


Houston 


EQUIPMENT 









A $25 





GO THE JOBBER’S|J]SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


WADSWORTH 


If you Sell on the 
“Basis” 


of Quality, Service and Satisfaction 


This Wadsworth Accessible Fuse Meter 
Service Switch with Range and Lighting Cir- 


cuits is the switch for your line. 


This switch will meet contractors installation 
problems, and the approval of Inspectors and 
Central Stations and give the user of elec- 
tricity a 


“S A FE” 
“ADEQUATE WIRING” 
RANGE INSTALLATION 


Write for Bulletin No. 23 for complete information. 








The WADSW TRICMEGE INC. 





thoughtful consideration, and we 
must do everything of a practical, 
legitimate, and reasonable nature to 
keep him in the proper frame of 
mind. However, I believe you will 
agree with me that the wholesalers 
as a group are sometimes going en- 
tirely too far in carrying out this 
plan. 

The time has come when, both in- 
dividual and collectively, we must 
determine what is a sound economic 
practice and what is a menace to the 
welfare of democratic, legitimate 
and profitable business. It is dis- 
tinctly vital to the interest of every 
progressive and conscientious busi- 
ness man that he make himself a 
party to every step which will help 
us solve these problems cooperatively 
and with the best interests of all 
members and of each member in 
view. 

Editor’s Note.— Paper presented 
before the Missouri Valley Club, 
Excelsior Springs, Mo., April 15, 
1931, 


x *k x 


Martin Newman 
(Continued on Page 16) 


Men whom he had taken care of 
during their trying times reciprocated 
by giving their loyalty to his firm and 
these war time friends still form the 
backbone of his business. 

The spirit of friendliness has not 
only helped in gaining business but in 
creating a sense of ethics and fair 
play among competitors. Dur- 
ing the past year and one-half 
in particular, conditions in New 
York have improved. Mr. Newman 
attributes this to the fact that com- 
petitors have become _ personal 
friends. The formation of the East- 
ern Electrical Wholesalers Associa- 
tion is merely the organization of 
men who want to be friends and aid 
each other in their common prob- 
lems. Mr. Newman is secretary of 
this organization. 

Other associations to which Mr. 
Newman belongs are the National 
Electrical Wholesalers Association. 
the New York Electrical Credit As- 
sociation, the Electric Associates 
Club and the Bronx Electrical Con- 
tractors Association. 

= « 
E.E.W.A. Plans Outing 

The annual outing of the Eastern 
Electrical Wholesalers Association 
wiil be held at Duer’s Park, White- 
stone, Long Island, August 22. 
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All roads lead to sales 
of the G-E Novalux 
HANDY Floodlight 



























The G-E Handy floodlight goes to market 





Y  puieienrtee some special need of every- use such a unit. And then there’s the price! 

one — priced within everyone’s reach — 
the Handy, selling at $8.40, lends itself obvi- 
) ously and profitably to every form of sales 
t promotion. 


Of course, this advertising should be backed up 
by window and store display of the handsome 
green-enameled units and the cartons in which | 
they are delivered—and by an offer of a free | 

| 


‘ . - : ; demonstration to interested inquirers. 
For the city market, it’s an ideal headliner in 7 





7 newspaper and mail advertising. The mere For the big suburban and rural market, includ- 

mention that it’s a General Electric enclosed ing roadside business of every kind, there can 

| floodlight; that it weighs only be no better sales road than the 
| 


two pounds 14 ounces; that it | 7% Handy may be obtained from:| }ishway—with a truckload of 
can be connected anywhere, to The General Electric Supply} cartons—a Handy ready for con- 


any wiring system; that its Corporation : . nection—a quick demonstration 
P : , Other G-E Merchandise Dis- : 

strong, efficient light is pro- , to farmer, business man, or 
tributors 


Neon aN MORI TSE ener eee ane 


jected from a standard 100- Any G-E Sales Office garage owner. Never was such 

watt Mazpa lamp, will remind ; Sania . an efficient floodlight at so low 
: Further information is available 5 

everyone of just how he can | from any of these sources. a price! 











710-126 
JOIN US IN THE GENERAL ELECTRIC PROGRAM, BROADCAST EVERY SATURDAY EVENING ON A NATION-WIDE N.B.C. NETWORK 


GENERAL @ ELECTRIC 


SALES AND ENGINEERING 2ERVICE N P ei 8 € i PF Ak CITIES 
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MANUFACTURERS?’ 


Two Changes in Hammond 
Organization 

C. E. Penny, sales manager of the 
Hammond Clock Co., Chicago, an- 
nounces two important changes in or- 
ganization. First, the establishment 
of a factory branch office in Califor- 
nia under the direction of P. H. 
Owsley, formerly assistant sales man- 
ager at the factory. Mr. Owsley will 
make his headquarters at Los Angeles 
and will divide his time between that 
city and San Francisco and points in 
between. The sales force operating 
out of the California office will con- 
sist of four men. 


News 


Current news of changes in personnel and location. 
Illustrations of new and improved products and an- 
nouncements of latest literature 


W. H. Hetznecker, formerly sales 
manager of the Sylvania Products 
Co., has been added to the sales staff 
at Chicago. Mr. Hetznecker will as- 
sist the sales manager in the execu- 
tion of their greatly increased mer- 
chandising program. 

* 2 ss 


Noma Opens Pacific 


Coast Branch 

The Noma Electric Corp., which 
maintains headquarters in New York, 
has opened a Pacific Coast branch at 
667 Howard St., San _ Francisco, 
where it will maintain a factory, of- 
fice, showroom and warehouse. Jos- 
eph Thieben is in charge, with George 
R. Simon as his assistant. The branch 
was established for the express pur- 
pose of taking care of Pacific Coast 
distributors, and all requests for in- 
formation concerning Noma or Propp 
Christmas decorative lighting in that 
territory should be directed to the 


San Francisco office. 
x * x 


A. S. Wells Elected Gulbran- 
sen Head 


At a special meeting of the board 
of directors of the Gulbransen Co., 


Chicago, A. S. Wells, well known in 
the radio field, was elected president 
of the company. A. G. Gulbransen, 
the retiring president, was elected 
chairman of the board of directors. 

Other officers elected were: G. M. 
Gardner, vice-president ; George Mc- 
Dermott, vice-president ; Frank Dill- 
bahner, treasurer, and Edward B. 
Healy, secretary. In addition to the 
above, the board of directors will 
consist of: W. L. Peterson; C. Gul- 
bransen; Frank Christopher; G. J. 
Peters and E. Q. Kruchten. 

2 * 


Van Horne Advances 
Personnel 

At a recent meeting of the stock- 
holders, officers were advanced as 
follows: David M. Kasson, chair- 
man of board; J. L. Leban, presi- 
dent and general manager; John S. 
Van Horne, vice-president; E. T. 
Flewelling, vice-president; A. H. 
Ganger, secretary-treasurer, and A. 
\W. Lloyd, assistant treasurer. 

Due to the fire experienced in the 
plant recently, production has been 
suspended on tubes temporarily, to 
repair machinery. 





Believing that contractors would welcome practical infor- 
mation, Hamilton H. Roberts, division sales manager of the 
Wheeler Reflector Co., Boston, Mass., has recently inaug- 
urated a school of lighting for contractors in the metro- 
politan district, at the demonstration rooms, 144 Duane St., 


New York. This course consists of a series of meetings once 
a week at night covering several weeks. A similar course is 
planned for jobbers’ salesmen in the early fall. Several job- 
bers’ salesmen who attended the first course just completed 
have asked to attend certain sections of the contractor school. 
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A FUSE within A FUSE 





\ 


























DOUBLE 
SERVICE 


AND 


DOUBLE 
PROTECTION 


\( 


that’s what you get 
when you use TRICO 
“Powder-Packed” Re- 


e newable Fuses. 














































































































Salen 








A fuse is no better than its 
renewal element — that’s 
why TRICO houses the fus- 
ible link and powder-packing 














Pek Ns ir 











on Heinen 





in a substantial inner casing so 
as to withstand the major assault 
of a fuse blowing. 


PG et 


aia 


For simplicity, efficiency and better 
all-around service, install TRICO 


Fuses. 





¢ 
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x 
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FUSE PULLERS =f 























TRICO FUSE MFG. CO., 1004 W. McKinley Ave., Milwaukee, Wisconsin 


“Powder- 














safe pulling of Fuses. G 











hock-proof horn fibre. 4 sizes. 
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SAVES 


$840 


ANNUALLY 
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A large hosiery mill 

reported the blowing 

of the bare link type 

400 and 600 Amp. size 

fuses about every ten days, 

closing down the entire 

building. Conservative figures 

estimate the loss of production 
at $25.00 every blow. 
















































































These unnecessary blowings have 

been eliminated with TRICO on 

the job. The records now show an 
average of one blow every three 
months, saving this concern $840.00 
annually. They can do the same for you. 
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Low-wattage, long-life lamps 
for use on commercial voltages 


1 watt — Bulb G10 


GLOW LAMPS 


EON GLOW LAMPS have a great variety of 
practical and economical uses: As night 


lights, guide and pilot lights in the home. In 





industry, as signals and pilots on electrical cir- | “pay Cenebell wie ts how Sane 


senting the Central Tube Co., Pitts- 
burgh, on the Pacific Coast came all 


quiet motors. Inlaboratory, as stroboscopes, os- the way from Los Angeles to attend the 
2 watt—Bulb S14 Hot Springs Convention. 


Finish = ‘lear. sprayed cillators, etc. Fit standard socket. Average life, : Siopties 
red or yellow 
3,000 hours. Extremely economical! Write for | Cutler-Hammer Announces 
’ New Appointment 


cuits, automatic machinery, remote controls, 





prices and details to General Electric Vapor Lamp 
D. J. Quammen has been ap- 


Company, 891 Adams Street, Hoboken, N. J. — pointed manager of the Philadelphia 


district office of Cutler-Hammer, 
Inc., Milwaukee, Wis. Mr. Quam- 


GENERAL @ ELECTRIC | men succeeds F. J. Burd, who has 
0.5 watt — Bulb G10 i 


oS ane: been made assistant manager of the 
Supplied in 1.0 watt for 


220, 230, 240 volts _ VAPOR LAMP COMPANY Chicago office, where he will have 


4 © 6. E. ¥. 1. Go. 1901 charge of industrial sales in the Chi- 
cago district and of the “C-H” pa- 
per machine drive, throughout the 


‘THEY STAND =: 
«@ | Mr. Quammen has been con- 
ie ee “| nected with the Philadelphia office 
THE TEST 4: * t< | of Cutler-Hammer for the past five 


years, as sales engineer. 


EMINGRAY GlassInsu-“@ “* 


lators combine high — . 
ikagtolnga tee quality and a record of long Dominion Electrical Pur- 


ect febber and satisfactory service. . . . <i chases Business 
stric : ~ ii eee . 
policy, | Concen- No wonder they continue to i The Dominion Electrical Manu- 


trate your “6 : ‘ , : 
pla hale ve Pagiyrted be “best sellers” for jobbers ; facturing Co., Minneapolis, has re- 


H Gl . 
ators... and their salesmen. Hem- cently purchased the dies, equipment, 


Insulators. 


Stead d profit- jake e 8 : : 
auie wear “aamed ingray Glass Insulators are ' | machinery, patent rights, and the 


t busines: recognized as standar . 
tig flea oe “wees er ad right to use the name of the former 
Electrahot Manufacturing Co. of 


HEMINGRAY GLASS COMPANY [= | Minneapolis. 
INDIANA y | 








* * * 


H z = — | News from Wadsworth 





Electric 

The Wadsworth Electric Mfg. Co., 
Covington, Ky., announces that its 
Chicago office, under the manage- 
| ment of S. A. Nelson, is now lo- 
| cated at 9 S. Clinton St., Room 218. 
| Paul M. Leary has been appointed 
| sales manager of the Wadsworth 


Ho kK AY | I | & ¢ RA \ | Electric Mfg. Co. Mr. Leary has 
| been with this company fcr a good 
GLASS _ INSULATORS] Ratace saeas 
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MODERN 


EASY TO BEND 


EASY TO CUT 


LIGHTER 


LOWER COST 


EASY TO PULL 


Send for this Booklet. It gives 
much information that will help 
you in selling STEELTUBES. 


APPROVED IN THESE 


SEVEN SIZES ---- 


STEELTUBES Electrical Metallic Tubing is now approved for 
OPEN and CONCEALED work, and buried in Concrete (except 
cinder fill) in sizes up to 2-inch nominal trade size. 

e This modern, progressive conduit gives you the advantage of 
strength, lightness, easy handling, easy bending, easy cutting. 
e@ In public buildings, factories, offices and homes, STEELTUBES 
has demonstrated its ability to make electrical dollars go 
further ... permitting the installation of additional outlets 
... greater electrical convenience at no greater total cost. 
e It pays to know about STEELTUBES. It pays to give your pros- 
pects and customers all the facts about this rigid, strong, 
lighter conduit. We'll gladly give you full information about it. 


Electrical Division 


STEEL AND TUBES, INC. 
Cleveland, Ohio 
(A Unit of Republic Steel Corp.) 


Steeltubes 


THREADLESS THIN WALL CONDUIT 
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New Electrical Products, Illustrated 








TUMBER 212 broiler range has 
been introduced by National 
Stamping and Electric Works, Chi- 
cago. No special wiring is said to 
be needed and it connects to any 
convenient outlet. It has two ter- 
minal connections at rear; plug in 
at one for broiling or oven baking 
and the other for top burner units. 
It is constructed of sheet steel, fin- 
ished triple baked, black enamel with 
white vitreous porcelain enamel 
splash board and oven panel and 
white enameled front legs. A heat 
indicator is mounted in the oven 
door. 


HE Grinnell Washing Machine 

Corp., Grinnell, Ia., announces 
two important improvements on its 
“Regal” washer—an outside clutch 
control with the same jaw type 
clutch used on the “Laundry 
Queen” washer, and wider shielded 
Channell steel legs which give the 
“Regal” a sturdier appearance. 











667-. ORD Lifetime” iron has been 

developed by the Enterprise 
Corp., Chicago, manufacturers of 
the “Cordless” iron. The manufac- 
turer claims a superheating element 
that provides rapid heating, thermo- 
stat control, air cooled handle and 
stand as outstanding features. It is 
designed to work on 110 volt d.c. 
or a.c. and is furnished in either 660 
watt or 990 watt rating. 











N “Everhot” kitchenette grill 

has been introduced by the 
Swartzbaugh Mfg. Co., Toledo, 
Ohio. This grill is a compact table 
cooking appliance that boils, broils, 
fries and toasts eight slices at one 
time. The unit is attractively and 
practically designed and _ sturdily 
built throughout. The splasher back 
is chromium plated. The body may 
be had in either chromium or blue 
steel. Equipment includes a seam- 
less aluminum pan, a wire rack in 
the broiler drawer and a heavy 
aluminum griddle. 


HE new No. 30-A “Blotorch” is 

being offered to the trade by 
the Turner Brass Works, Sycamore, 
Ill. The “Blotorch” is designed es- 
pecially for non-professional users. 
It has a cool composition valve 
handle and a needle designed to 
prevent the enlargement of the ori- 
fice. Its trouble-proof pump unit 
is completely enclosed. In addi- 
tion it has a seamless brass tank 
with an attractive dull satin finish 
—one quart capacity. 








N assortment of five different 
colored cords with colored Bel- 
den soft rubber plugs to match is 
the latest number in the heater 
cord set line manufactured by the 
Belden Manufacturing Co., Chicago. 





NEW flexible armored weather- 

proof cable has just been an- 
nounced by the General Cable 
Corp., New York. It is designed 
to take the place of individual wires 
and rigid conduit now used from the 
point of attachment of the aerial 
conductors on the building to the 
service entrance switch. The new 
cable structurally, is a combination 
of several features of Trenchlay, 
Parkway and aerial cables. Three 
rubber-covered and braided wires 
are cabled and sealed against mois- 
ture by an asbestos-based caulk. A 
braid over all of the three conductors 
is saturated with special compound. 
An interlocking galvanized steel 
tape armour then is applied to give 
the necessary mechanical strength 
and another ‘treatment of caulk 
protects this armor from moisture. 
The final braid also is treated with 
weatherproof compound and _ the 
complete cable is finished in a sun- 
ray resistant compound. The cable 
is said to be extremely flexible. 


Rpt ti is Paria 
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One Man in Forty— 


and YOU are the Man 


Sa RES. a ia 


EPS ED ibn MODR GE inns th BEB Wig DEA SIN 


AES st 





ve dare Hewat, 





ID you ever stop to think that you are one of the comparatively 
small percentage of men whose “yes” or “no” really matters 
to American business? 


Every morning 40,000,000 men start to work—in factories and 
mines, banks, railways, stores and other centers of industry or trade. 
Forty million men turn the wheels that keep America clothed, shel- 
tered and fed. 


But only one million of them make business decisions. Only one 
man in forty has the ability, the responsibility or the authority to 
say yes or no in business matters. Hence the real managing power 
of the country lies in the hands of these million men—less than one 
per cent of its total population. 


- As a member of this group—this controlling minority—you share 
an important responsibility—the triple responsibility of wisely liberal 
purchasing, of generous employment and of sane management to 
hasten the return of general prosperity. 


How, you ask, do we know that you are one of the million who 
make decisions for others to follow? Because men who read busi- 
ness papers are alert and eager for news of new plans, new methods, 
new equipment. That is why they are the men who control affairs. 


oN Ay 40- 


THIS SYMBOL identifies an ABP paper ... It 
stands for honest, known, paid circulation; 
straightforward business methods, and editorial 
standards that insure reader interest . . . These 
are the factors that make a valuable advertising 
medium. 


THE JOBBER’S SALESMAN 
IS A MEMBER OF 


THe AssociATED Business Papers, INc. 


TWO-NINETY-FIVE MADISON AVENUE - NEW YORK CITY 
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New Electrical Products, Illustrated 





"THE “Fold-O-Flector” for use 

with the “Photoflash” lamp has 
recently been put into production 
by the Miller Co., Meriden, Conn. 
Scientifically designed, it fits the 
need for a reflector with a reflecting 
surface of sufficient size to insure 
maximum light output and to pre- 
vent waste of light and be con- 
venient to carry. It may be used 
with one lamp er as many as seven 
by a special engineered clip arrange- 
ment—a feature which eliminates 
the necessity of using additional re- 
flectors for occasions where one 
lamp will not provide sufficient light. 
The extra lamps are fired by light 
rays from the center lamp so that 
the battery is only utilized in fir- 
ing one lamp. The lamps are so 
arranged that they center in one 
central mass so that when extra 
lamps are used the full value of 
them is more nearly approximated. 





HE “Salisbury” model 327 clock, 

illustrated, recently brought 
out by the Warren Telechron Co., 
Ashland, Mass., is a refinement of 
the Telechron Gothic model. It 
has a Spanish high-lighted case 
with a satinwood panel and the 
gold finish dial is three and a half 
inches. The “Alden”, is the same 
clock in design, but has an electric 
alarm movement. 


66 EBON-AIR” is a modernistic 

electric fan recently  an- 
nounced by the merchandising de- 
partment of the Westinghouse Elec- 
tric & Mfg. Co., Mansfield, O. A 
modernistic motif has been followed 
in the design of both the pedestal 
and the guard, and a finish of silver 
oxide is applied. However, the 
basic construction is that of the 
standard Westinghouse 10 in. oscil- 
la.ing fan. A portable fan, it can 
be used in either the upright posi- 
tion or on the wall in bracket posi- 
tion. It operates at two speeds and 
is controlled by a two-speed regu- 
lative switch. 








ENJAMIN play area floodlight, 

No. 5752, is an open type, wide 
angle diffusing floodlight with a re- 
flecting surface of special diffusing 
porcelain enamel in combination 
with an inner reflector of oxidized 
aluminum. The porcelain enameled 
reflector is said never to need re- 
painting or refinishing and the in- 
ner reflector of aluminum oxide fin- 
ish is non-corrosive. The mounting 
bracket provides a wide range of 
adjustment of the floodlight, both 
horizontally and vertically, to meet 
a variety of lighting conditions. 





NEW “Bichronous” movement 

is announced by the Hammond 
Clock Co., Chicago. Clocks equipped 
with this movement operate on the 
synchronous principle when the cur- 
rent is on but continue to run and 
keep their own time when the cur- 
rent is off. When the current is 
again supplied, the Bichronous 
mechanism continues without a 
stop, resuming its operation on the 
synchronous principle and at the 
same time automatically winding 
the spring for operating the clock 
in the event of further current in- 
terruption at a later time. 


{SLSR EOIN ii 8 
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QUALITY s PARAMOUNT! 








Economy Fuse & Mfg. Company 


CHICAGO, U.S. A. 
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J. C. McQuiston Retires from 


FLEXIBILITY i “aa Westinghouse 


e ° ° J. C. McQuiston, general adver- 
in Outdoor Lighting Teges tising manager of the Westinghouse 
bes , Electric and Manufacturing Co., has 


Single, Double or Multiple bracket on ig announced his retirement effective 
mounting with New Quad 1000 Watt a j June 1, 1931 


Rectangular Reflector is the “Quad” r . ; _ , 
answer to outdoor lighting demands. v In : his decision to retire from 
Inner Beam Projector — Adjustable Westinghouse he brings to an end 
Focus, Chromium finish, 750—1500 7 ps a record of continuous advertising 
W.—builds up lighting intensities at _ : 
more distant points. 





1000 W. Reflector, 16x18”, ad- 
justable brackets of cast 
Use ‘‘Quad’’ aluminum. Also Single, Triple 
or Multiple mounting, Re- 
estates 0 Sane flector may be fitted with In- 


i oon. — ner Beam Projector. 


Quad No. 55—Support Com- 
bination mounted on mes- 
senger wire, with outdoor 
Dome Reflector—200 Watt. 


Ask for circular, if mis- 
placed, illustrating and de- 
scribing new outdoor light- 
ing equipment. Complete 
catalog on request. 


J. C. McQuiston 


QUADRANGLE MANUFACTURING CO. administration for one company un- 


26 SOUTH PEORIA STREET CHICAGO} paralleled in American industry. 
For 29 years Mr. McQuiston has 
been in charge of advertising for 
Westinghouse Electric during which 
time the status of advertising and 
sales promotion, distribution and 
other allied phases of his profession 
have gone through as many changes 
as the electrical industry itself. 
. d Old time advertising men will re- 
VERY person connected with the selling member him for his slogan, “Adver- 
end of the electrical industry will find tising must be truthful” and the 
something of interest, something worth read- modern group for his equally well 
ing, in every issue of The Jobber’s Salesman. known tenet “Advertising and sell- 
ing must go hand in hand.” 
The sales experiences of some of the leading In 1920, when the first broadcast 
men in the industry will prove interesting was inaugurated on station KDKA, 
and instructive to many. Various other Mr. McQuiston arranged its pioneer 


features will be well worth reading each program. fe has been i general 
snemitts charge of all radio programs for 


Westinghouse broadcasting stations 
since that time. He was responsible 
We want you to become a regular reader of for the first union of broadcasting 
The Jobber’s Salesman. station and newspaper when he lo- 
cated a studio in a newspaper plant. 
Send a dollar for a year’s subscription. As an advertising man, Mr. Mc- 
Quiston has left the imprint of his 
personality on every branch of his 
profession. A former president of 
the Association of National Adver- 
tisers he has always been a leader 
in association work in the electrical 
and allied industries. 
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It is understood that in relinquish- 
ing his office with the Westinghouse 
Co., Mr. McQuiston will start on 
an extended cruise around the world 
with his wife and daughter. 

‘2s 
Burton Resigns from Weber 

Frank V. Burton has resigned as 
salesmanager of the Weber Electric 
Co., Schenectady, N. Y., a position 
he has filled for more than ten years. 
Prior to his Weber connection, he 





Frank V. Burton 


was for many years general sales 
manager of the Bryant Electric Co., 
Bridgeport, Conn. Mr. Burton ex- 
pects to announce new connections 
about the first of September. 

"Be ts 

New Manufacturer’s Agent 

R. Williamson, Jr., formerly vice- 
president of R. Williamson & Co. 
and J. J. Bleadon, formerly of the 
Bleadon-Dun Co., have formed a new 
firm, Williamson, Bleadon & Co. 
They cover ten middle-western states 
as factory sales representatives. 
Offices are located in the Williamson 
Building, Chicago. 

Manufacturers represented  in- 
clude Brady Mfg. Co., Detroit ; Hol- 
fast Rubber Co., Atlanta; Camden 
(N. J.) Wire Co.; Franklin Fibre 
Co., Wilmington, Del., and Poleron 
Co., New York City. 

Arcturus Establishes 
Western Office 


The Arcturus Radio Tube Co., 
Newark, N. J., announces the open- 
ing of its western division office, lo- 
cated at 1855 Industrial St., Los 
\ngeles, in charge of L. P. Naylor. 
Mr. Naylor was formerly sales man- 
ager of Acturus. In his new capac- 
ity Mr. Naylor will supervise the 
business of Arcturus products in the 
far western territory. 





ee, * 










IT’S 


gaged in 


SAYS 
MORE 


In Five Minutes 


than we could say to 
you in a dozen letters. 
SEND FOR IT! 


ABOUT 


Crescent Installations 


and is of intense interest to any- 
one (and everyone) who is en- 
selling, 
specifying quality wire. 


. IT’S FOR YOU 


There is no more convincing way of selling your prospect 
than to show him what has been and is being done by 
the leaders in industry. Big buildings are wired with 


installing or 


Crescent Insulated Wire & Cable because it has been 


or use. 





USE 
THIS 


COUPON 





The products of this company are entered in the prize contest for this month. 





(RESCE 


installed by men who know wire. Use these installations 
as evidence of the quality of the wire you recommend 


The pages of this folder are replete with examples of 
some of the most important installations in the country. 
They represent the standard of modern wiring. 


NT 


Insulated Wire and lable Ca. 


CRESCENT ARMORED WIRE CO. 


TRENTON N.J. 


CRESCENT a WIRE & CABLE CO., 


Dept. C, Trenton, 


We are interested in your folder, 
Please send us a copy. 


“Crescent Installations’’. 












A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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In Bulk Containers 


In addition to the standard size packages 
ordinary use Yager’s famous soldering salts 
now furnished in 25, 50, and 500-pound 
tight sheet-iron drums. All are attractively 
ameled to prevent rust. 


for 
are 
air 
en- 


Write today for 
prices and discounts. 


Alex. R. Benson Co., Ince. 
Manufacturers 


Hudson, N. Y. 
Since 1873 


YAGER’S 


1873 IT MUST BEGOOD 1931 





SHERMAN LUGS 


In the Sherman Lug Line there is a lug for 
every requirement. Sherman Lugs are seam- 
less. They cannot leak solder. It will pay 
you to get fully posted on this complete 
Sherman line. Study our catalog and pass 
the information on to your trade at every 
opportunity—CONTRACTORS - INDUS- 
TRIALS and CENTRAL STATIONS. 


H. B. SHERMAN 
MANUFACTURING CO. 


Battle Creek, Mich. 








The election of Curtiss S. Johnson as 
| vice-president in charge of sales has 
| been announced by Frank E. Wolcott, 
| president of the Silex Co. of Hartford, 
| Conn. Mr. Johnson was for several 
| years advertising manager of Manning- 
| Bowman of Meriden, Conn., and later 
| became associated with the Ralph H. 


| Jones Advertising Co., New York, as | 


account executive. 





H. W. Clower Represents 
Triangle Conduit 
| Henry W. Clower, Atlanta, Ga., 
| has been appointed to represent the 


|r 


Ares ‘ eS ‘ 
| Carolina, Georgia, Alabama and 


| Florida. 
| - 


W. A. Moser Dies 


Walter Alfred Moser, for more 
'than 10 years manager of the Salt 


| Lake City, Utah, office of the West- | 


|inghouse Electric & Manufacturing 
| Co., died, at the age of 45, in that 
| city May 22 after an illness of about 
| seven weeks. 
| with the Westinghouse Co. since June, 


| 1907. A native of Union Hill, N. > | 


| Mr. Moser spent most of his youth 


| 
| 


| in Lincoln, Neb., and was graduated | 
| from the School of Engineering of | 


the University of Nebraska. 

| * * * 

| A Correction 
Frizzel, 


| Walter 


ing the Fitzgerald Mfg. Co. on Star- 


* * x 


H. E. Murphy Is Manufac- 
turer’s Agent 
Harold E. Murphy, who, for 
many years, represented the Colt’s 
Patent Fire Arms Mfg. Co., in the 
Michigan territory, has resigned to 








rriangle Conduit Co., Inc., Brooklyn, | 
on its full line of rough-in materials | 
in the states of North Carolina, South | 


Patented 


Wire 


Connectors 


MAKES FRIENDS 


The ease, speed and 
safety with which SRK 
connectors enable con- 
tractors and their wiremen 
to make wire connections 
—will win a host of 
friends for you. It pays 
to push SRK connectors 
at every opportunity. 
They are unequalled for 
speed and efficiency. 


Millions In Use 


Approved by 


Factory Mutual 
Laboratories 


Underwriters 
Laboratories 


Samples Sent on Request 


JIFFY WIRE CONNECTOR CO. 


HACKENSACK, N. J. 


General Sales Office: 
G. Denn Montgomery, Jr. 
458 Broadway, New York City 
Phone Canal 6-7533 and 6-6186 





He had been affiliated | 


manufacturers’ | 
agent, Oklahoma City, is represent- | 


Rite appliances in the state of Okla- | 
homa instead of Landers, Frary & | 
Clark as reported in our June issue. | 





WHO IS THE JOBBER 
SALESMAN’S BEST 
FRIEND? 


BECAUSE | 
AM SELLING 
LIGHT BY THE 


ROOMFULL! 


Every Jobbers’ Salesman should read 
each issue of the famous Business 
Builder, ‘‘The Wiremold Idea,’ and 
keep up with the current campaign to 
sell light by the SHOP FULL—STORE 
FULL—OFFICE FULL—ROOM FULL. 
Sent free. Send in your name. 


WirnemorD 


WBB HEADQUARTERS 
HARTFORD, CONNECTICUT 
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So the head chef 
cooked her meal 


himself 


| arg little lady. The doctor 
had said, ‘‘ Your food must 
be cooked just a certain way.” 
And here she was in a big hotel. 
She called the manager and told 
him. He sent for the head chef 
and the head chef cooked her 
food himself. 


Just a little extra service, per- 
haps not worth telling. But it’s 
one of the things that bring 
people back again to United 
Hotels. Of course our rooms are 
bigger... our closets larger... 
our cafeterias low priced. All 
that counts. But it’s that extra 
effort to please that really sets 
people talking. Try us... then 
you'll understand. 


Extra service at these 25 


UNITED HOTELS 


NEW YORK CITy’S only United ....The Roosevelt 
PHILADELPHIA, PA....... The Benjamin Franklin 





SRAVTER, TOME 6 ok cc ecvccccccoes The Olympic 
WOREEIIIN, MAGEE s 6ie 6c dec ccce ves The Bancroft 
NEWAME, Midecs cicccccsscces The Robert Treat 
PATERSON, N. J......- The Alexander Hamilton 
THRO Ne ov cacensavcdess The Stacy-Trent 
HARRIERS PRs ic écc kaa cvcus The Penn-Harris 
pa SS Oe Coe rT The Ten Eyck 
SYRAGUNOINY Be os osiccccccccos The Onondaga 
ROGMIINNOE FT) ésc cacvnes .++. The Seneca 
NIAGARA FALLS, N.Y. .....+- ..++ The Niagara 
a Ee rere .- The Lawrence 
ANDI, CUB. ivi se vcd iwcceveres The Portage 
MISE co.cc bie tccivecesacsas The Durant 
pe ee errr re The President 
TUNE GE 6 oi dvs cccacers El Conquistador 
SAN PRAMIEIBOD, CAR... 66 0c0082 The Sc. Francis 
SHREVEPORT, LA. ....- The Washington-Youree 
NEW GOERAIE, BA. 60s. ccccccees The Roosevelt 
NOW GRADAME GA. 660 sc ccccasscs The Bienville 
TORONTO, ONT. ...000ccccce The King Edward 
NIAGARA FALLS, ONT. .........-06: The Clifton 
WINDGOE, GIT. 0260 ccisise The Prince Edward 


KINGSTON, JAMAICA, B.W.1.. The Constant Spring 


—— 








| 25. 





| Tube Co. 
| Fittings Co. in Illinois, Indiana, Iowa 


become a manufacturer’s agent 
Chicago. He now represents Central 
and General Devices & 


and eastern Wisconsin, maintaining 
offices at 1108 Engineers Building, 
Chicago. 
 -_ 
Stuart Walters Transferred 
Stuart Walters has been trans- 


| ferred by the Westinghouse Elec. & 


Mfg. Co., Merchandise Department, 
recently from Los Angeles, Calif., to 
the state of Louisiana with headquar- 
ters in New Orleans and Monroe. 
* * * 
Universal Clock Appoints 
Cohn 
The G. H. Cohn Agency Co., 910 
Chemical Bldg., St. Louis, Mo., has 
recently been appointed 
southwestern sales representative for 


the Universal Clock Corp., New 
York City. 
x ok Ox 
Jiffy Makes New 
Appointments 


G. Denn Montgomery, Jr., general 


in | 


exclusive | 


sales agent of the Jiffy Wire Con- | 
nector Co., Hackensack, N. J., an- | 


nounces that the following represen- 
tatives have recently been appointed 
to handle the sale of Jiffy wire 
connectors; S. Robert Schwartz & 
Bros., New York City; Electrical 
Sales Co., Baltimore; C. H. VanDer 
Bloom, Cleveland; George H. Rie- 
beth, Minneapolis, and Braun- 


| Steeple Co., San Francisco. 


| salesman for the 


* * * 


Death of E. J. O’Neil 


E. J. O’Neil for the last two years | 


& Cable Co. in the San Francisco 
territory, died in that city 
Prior to his affiliation with the 
Anaconda company, he had been as- 


| sociated with the Kellogg Switch- 
| board and Supply Co., and pre- 


vious to that with Alexander and 


Lavenson. 
xk * * 


_Clark Baker Leaves National 





| the National Lamp Works in this | 
| 


Lamp Works 

Clark Baker, Sr., for 21 years 
with the National Lamp Works of 
the General Electric Co., Odak- 
land, Calif., left their employ on 
June 1. This step became necessary 
because of the abandonment of the 
promotional and educational work of 


| territory. 


Anaconda Wire | 


May | 













. 
REG. U.S. PAT. OFF. 





« 











Says— 


| The one best way to sell more Kirk- 
man Fuses to your industrial customers 
such as large plants, factories, shops, 
etc., and your industrial customers such 
as schools, hotels, hospitals, stores, etc., 
is to carry and show samples. It’s easy 
to talk quality but a lot more effective 
to show it. People have a habit of be- 
lieving what 
they SEE. 
Carry a_ few 
samples with 
you — and 
you'll book 
more orders. 






Automobile Fuses 
Special Fuses 
Link Fuses 


Enclosed Fuses 
Fuse Plugs 


Write today for complete catalog 


KIRKMAN 


ENGINEERING CORP. 
1 DOMINICK ST., NEW YORK 


Makers of Fuses Since 1912 


Location of Warehouse Stocks 


J. B. O'DONNELL R. L. CUNNINGHAM 
550 Howard Street 600 So. Delaware Ave. 
San Francisco, Calif. Philadelphia, Pa. 
KABERNA & H. W. & CO. 


L a LEOD 
22-24 Pittsburgh St. 
Boston, Mass. 


co. 
29 So. Desplaines Street 
Chicago, Illinois 


KIRKMAN 


FUSES 
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WHO? 
WHAT? 
WHERE? 


Who are 
the Wholesalers? 


Where are 
they Located? 


What are the key 
cities in which to 
spot manufacturer’s 
representatives? 


The “1931 Verified List of Electri- 
cal Wholesalers” is your answer to 
the first question. Have you bought 
your copy? 


Price—To Advertisers, $10.00 First Copy. 
$5.00 Additional Copies. 
Price—To Non-Advertisers, $30.00 Each. 


THE JoBBER’s SALESMAN’S series of 
electrical distribution maps is your an- 
swer to the balance of the questions. 


THEY TELL YOU 


1. Manufacturers’ Sales Dis- 
tricts 


2. Wholesalers’ Trading Areas 
3. Location of Existing 


Wholesalers 


Price, Set of three, $10.00 
Price, Single Maps, $3.50 


Order From 


THE JOBBER’S SALESMAN 
520 N. Michigan Boulevard 
Chicago 
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The best file of catalogs so far! 
The 1931 Electrical Trade. Cata- 
logs which is now being distrib- 
uted is an achievement in catalog 
building. When you get your 
copy you will agree with us that 
it represents a service of out- 
standing importance to the elec- 
trical trade. 


The 1929 volume was good— 
the 1930 volume was better— 
this 1931 volume is the best it 
has been our privilege to send 
you so far. 


Manufacturers have cooperated 
as never before in building this 
collection of catalogs to help you 
get orders and present your pros- 
pects with the details on the 
lines that you carry. 


Here are the companies who 
have filed their catalogs in Elec- 
trical Trade Catalogs for your 
handy use— 


Distributed Annually by 


MCGRAW-HILL 
CATALOG SERVICE 
NEW YORK, N. Y. 








Consult the 1931 File of 


ELECTRICAL 
TRADE 
CATALOGS 


for the Catalogs of these 


Companies 


Abolite Reflector Co. 
Ackerman-Johnson Co. 
Frank Adam Electric Co. 
Ambler Asbestos Shingle & 
Sheathing Co. 
American Blower Corp. 
American Steel & Wire Co. 
Ansonia Electrical Co. 
Appleton Rubber Co. 
Artspec Mfg. Co. 


Wallace Barnes Co. 

Bead Chain Mfg. Co. 
Benjamin Electric Mfg. Co. 
Bentley, Harris Mfg. Co. 
Black & Decker Electric Co. 
Black & Decker Mfg. Co. 
Bryant Electric Co. 

Bud Radio, Inc. 

Buffalo Forge Co. 


Central Tube Co. 

Chicago Expansion Bolt Co. 
Clemson Bros. 

Coils, Inc. 

Consolidated Lamp & Glass Co. 
Continental-Diamond Fibre Co. 


Driver-Harris Co. 
Dumore Co. 
Struthers Dunn, Inc. 


Empire Steel Corp. 
Essex Wire Corp. 


Formica Insulation Co. 
Fretz-Moon Tube Co. 
Fullman Mfg. Co. 


General Electric Co. 

Wm. D. Gibson Co. 
Gilby Wire Co. 

Globe Insulated Wire Co. 
Graybar Electric Co. 


H. M. Harper Co. 
Herwig Co. 
Horolectrical Corp. 
Hoskins Mfg. Co. 
Hykon Mfg. Co. 


Ideal Commutator Dresser Co. 

Ilsco Copper Tube & Products, Inc. 

Inca Mfg. Div. National Electric 
Products Corp. 

I-T-E Circuit Breaker Co. 


Johnson Fan & Blower Co. 


Ken-Rad Corp. 
Kurz-Kasch Co. 


Leland Electric Co. 


Macallen Co. 

Marbelite-Art Products Co. 
Massachusetts Machine Shop 
Master Electric Co. 

McGill Mfg. Co. 

Mica Insulator Co. 


National Carbon Co. 

National Vulcanized Fibre Co. 
Newcomb Spring Corp. 

New England Screw Co. 
Newton Die Casting Corp. 
New York Insulated Wire Co. 


J. H. Parker 

Peck Spring Co. 
Precision Castings Co. 
Progressive Mfg. Co. 


Reflector & Illuminating Co. 
Reliance Automatic Lighting Co. 
Reliance Mfg. Co. 

Republic Steel Corp. 

Reynolds Electric Co. 

John A. Roebling’s Sons Co. 


Sampson Axcess System, Inc. 
Scovill Mfg. Co. 

Shakeproof Lock Washer Co. 
H. B. Sherman Mfg. Co. 
Standard Electric Time Co. 
Steel City Electric Co. 
Steelduct Co. 

Steel & Tubes, Inc. 

B. F. Sturtevant Co. 
Superior Mfg. Co. 


Taplet Mfg. Co. 
Union Insulating Co. 


Wadsworth Electric Mfg. Co. 

F. W. Wakefield Brass Co. 

P. Wall Mfg. Supply Co. 

Warren Telechron Co. 
Westinghouse Electric & Mfg. Co. 
Wheeler Reflector Co. 

Edwin L. Wiegand Co. 

Wirt Co. 

Wolverine Tube Co 


Zenith Electric Co. 
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FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 
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FOR ADEQUA TT 





Today more and more of 
your contractors are realiz- 
ing that reliable materials 
are the first essential of de- 
pendable electrical work— 
that continued respect of 
the home owners and build- 
ers of the community is a 
thing to be carefully main- 
tained. A. C. L. Products 
assure them of this satisfac- 


tion. 


The A.C.L. line of “Bet- 
ter Wiring Materials”— 
with quality and prestige 
supported by consistent ad- 
vertising and creative work 
—with a 43 year record of 
unfailing satisfaction—with 
a firm jobber policy—is the 
most profitable line to sell. 
Needed re-wiring—electri- 
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WIRING 





cal modernization—makes 
wiring materials one of your 
important lines. A. C. L. 
Products include: Xduct 
and Electroduct, Standard 
Rigid Conduit; ‘““Red Seal” 
ABC Armored Bushed 
Cable (Licensee Pat. No. 
1687018) ; “Red Seal” Met- 
allic Flexible Conduit; 
“Red Seal” Weatherproof 
Armored Cable and Flexi- 
ble Conduit; Loomflex, 
Non-Metallic Flexible Con- 
duit; Loomflex Cable, Non- 
Metallic Sheathed; and a 
complete line of Boxes and 
Fittings. 

AMERICAN CIRCULAR 
LOOM COMPANY, Ine. 


Woolworth Building 
233 Broadway, New York 


Branches in all Principal Cities 
in the U. S. A. 















| This Tape 


1s the Best Salesman any 
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/ t Costs You Nothing 
to Hire these Salesmen 
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PLYMOUTH RUBBER COMPANY, Inc. 
« « CANTON, MASSACHUSETTS 
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The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the -month. 













Standaral 





Eleetrie 


Ranges 


for 
Commercial 


Use 


A new development in elec- 
tric ranges of extreme util- 
ity for all varieties of com- 
mercial and heavy - duty 
use. A range of utmost flex- 
ibility, permitting multi- 
ple-unit installations up to 











Above diagram shows Model 


802 (two units of Model 801). Also any cooking requirements. 
available in three units (Model 803), 
and more. 





Electrical cooking for hotels, res- The new Standard Catalogue gives full information on Heavy- 
taurants, clubs, institutions, cafe- Duty Series 801,802 and 803, and on other heavy-duty Standards— 
lerias, ete., is rapidly growing in as well as Standards for every cooking requirement — the most 
favor. The advantages are out- comprehensive of all lines of electrical cooking equipment. 

standing. Greater accuracy, clean- 
liness, safety, convenience; im- 
proved air conditions in the kitch- 
en; economy through reduced 


labor in cooking and cleaning: : 
economy through food saving. 
Standard is aware of this trend; 
has provided the ideal range for 
such heavy-duty requirements. > 


Our spirit is one of cooperation with jobbers and jobbers’ sales- 
men, in promoting added profitable business. " 


ee See aa ELECTRIC RANGES 


sulation. THE STANDARD ELECTRIC STOVE COMPANY, TOLEDO, OHIO 
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